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Rough Proofs 


Three sponsors will broadcast the 
Giants and Yankees baseball games 
this season. They’re hoping that 
with Zeke Bonura on deck, there’ll 
be enough home runs to go ‘round. 


7 Vv 


With Armour planning to tell for 
the first time the health story of 
meat, the obvious suggestion is to 
-ffer it to the great American pub- 
lic as the Prince of foods. 


- = 


The International Baseball School, 
which is instructing youth by mail, 
has only one real problem—how to 
get the pitcher to read the batter’s 
certificate of merit before delivering 
his fast ball. 


vvy? 


“Tobacco jobbers speak well of 
advertised brands,” reports ADVER- 
vistnc AcE. They no doubt also 
speak well of three square meals a 
day, plenty of gasoline in the bus 
and regular vacations in Florida. 


Si ee 


With radio announcers worrying 
over their labor union affiliations, 
you really can’t blame them too 
much for continuing to put the 
emphasis on the wrong words. 


, FY F 


Having convinced mamma that 
she can match Irene Rich’s youth- 
ful figure at 40, Welch’s Grape Juice 
is now planning to persuade papa 
that he doesn’t need that bulging 
bay window in order to qualify as 
a prominent citizen. 


, ¥ 9 


Optimists encouraged by the fa- 
vorable report of motor traffic fatal- 
ities in 1938 are reminded that it 
was due chiefly to lowered incomes. 
Evidently poverty is the companion 
of safety as well as chastity. 


= =. 3 


Maybe the California wine grow- 
ers who plan to spend $2,000,000 for 
advertising during the next three 
years ought to get the National 
Safety Council as a co-sponsor. 


, = 


A young man with money can 
usually get into all sorts of mis- 
chief, while a young woman without 
' finds herself strolling along the 
primrose path very easily, too. 


~~ ¥ ¥ 
“Trade Independent” is to be the 


hew theme of the independent gro- 
cers, who have found it a little diffi- 
cull to convince the public that 
neyre merely fugitives from a 
nain gang. 
— = 
Grocers want to continue selling 
Gdache remedies and other pro- 
elaries, regardless of the objec- 
of the drug trade. Under 
nt conditions they feel they’re 
led to a wholesale price on the 
“spirin they consume. 


—~ — 
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king is extending its success- 
campaign in behalf of skinless 
nkfurters, which may encourage 
crusaders to evangelize in be- 


of cellophaneless chewing gum. 
vvry 
they’re introducing bock 


‘r, herald of spring, on ground- 

day. As a false weather 
: et, the groundhog hereafter 
‘\ not be the only goat. 


Copy Cus. 


Kellogg Urges 
Grocers fo Profit 
by Vitamin Sales 


Druggists' Success 
Cited in New Strategy 
for Bran 


New York, Feb. 1.—Harnessing 
the lure of the vitamin in a new 
drive for Pep bran flakes, Kellogg 
Company has launched a campaign 
which subordinates, although not 
entirely ignoring, the laxative ap- 
peal that drew fire last year from 
the makers of medicinal products, 
and makes a bold bid to divert the 
rich vitamin market from the drug 
store to the grocer. 

Magazines, newspapers and busi- 
ness papers will be employed in 
what is described as “one of the 
strongest drives ever used for a 
food product,” supported by a well- 
rounded merchandising program in 
the food field, affording a practical 
plan by which grocers can cash in 
on the growing public demand for 
vitamins. 

The new Pep advertising, as de- 
veloped by Kenyon & Eckhardt, 
uses the picture sequence tech- 
nique to tell the story of health 
through diet. Initial newspaper 
copy will outline the theme of the 
campaign this way: 


Stresses New Values 


“You’ve known Pep 30 per cent 
Bran Flakes as a delicious cereal 
that brought you the best of the 
wheat plus just enough bran to be 
mildly laxative. Now add to these 
valuable benefits a real fortification 
with vitamins. Pep has been en- 
riched with extra quantities of vita- 
min B and vitamin D.” A slogan 
running through all of the adver- 

(Continued on Page 29) 


NBC Held Liable 
for Jolson’s 
Ad Libbed ‘Slur’ 


Pittsburgh, Feb. 1.—The National 
Broadcasting Company yesterday 
lost round two in a court battle 
which may become a cause celebre 
for the industry in defining its legal 
responsibility in libel or slander 
suits arising from statements made 
by individuals via the radio. 

The appeals court yesterday up- 
held a verdict rendered last fall, 
(ADVERTISING AGE, Oct. 31), award- 
ing the Summit Hotel of Union- 
town, Pa., $15,000 in its suit against 
NBC for alleged slurring remarks 
made concerning the hotel by Al 
Jolson in a radio interview that 
took place in 1937. 

At that time Mr. Jolson inter- 
viewed Sam Parks, Jr., Pittsburgh 
golfer, following the latter’s triumph 
in the National Open championship. 


(Continued on Page 26) 
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CADILLAC AD CHIEF EXPLAINS NEW PROGRAM 


Nothing means more than 


7S BOT BY CADE 
— 


Advertising manager Frank J. Denney outlines the Cadillac and LaSalle spring 


campaign before a district seles managers’ meeting in Detroit. 


Expanded use of 


newspapers and adoption of color for LaSalle will be highlights of the program. 


Bendix Promotes 
‘Successor’ to the 
Washing Machine 


South Bend, Ind., Feb. 1.—Bendix 
dealers and their salesmen swung 
into action today as appearance of 
The Saturday Evening Post contain- 
ing announcement of a “compari- 
son” contest on the Bendix Home 
Laundry signalized the opening of a 
campaign which will run to April 1. 
Behind this contest is another for 
dealers which continues until May 
6 to enable the dealer organization 
to cash in on the momentum estab- 
lished. The dealer reward will be a 
trip to Havana in May; that for con- 
sumer winners, 150 Bendix home 
laundries. Good Housekeeping and a 
substantial newspaper list will also 
carry consumer copy. 


Close Tieup with Dealers 


The campaign embraces a phrase 
which Bendix executives believe 
will make merchandising history. 
The home laundry is to be adver- 
tised as “The successor to the wash- 
ing machine.” It is also heralded as 
completely automatic. 

The consumer drive _ revolves 
around a letter to be completed in 
50 words or less, starting with “The 
Bendix home laundry saves time, 
work, money, and protects health, 
because. . .”” Housewives must visit 
Bendix dealers to obtain official en- 
try blanks, and from them also they 
will receive the Bendix comparison 
chart which gives the entrant in- 

(Continued on Page 28) 


(Story on Page 7.) 


Film Stars to 


Continue Top Roles 


on Radio Shows 


New York, Feb. 3.—There will be 
no general exodus of movie stars 
from the ranks of radio in spite of 
the cancellation by Twentieth Cen- 
tury-Fox Film Corporation of Ty- 
rone Power’s contract with Jergens- 
Woodbury Sales Corporation, a sur- 
vey of opinion among film execu- 
tives indicated here today. 

In withdrawing Power from the 
air, Darryl Zanuck, vice-president 
of Twentieth Century, attributed the 
move to complaints from exhibitors 
that theater attendance is being ad- 
versely affected by the star’s radio 
activity. Movie officials here were 
inclined to believe that other rea- 
sons had a great deal to do with it. 
It was pointed out that Don 
Ameche, another Fox star, will re- 
main on the air as master of cere- 
monies for the Chase & Sanborn 
coffee hour, sponsored by Standard 
Brands, Inc. 


Influenced by Crossley 


Spokesmen for Metro-Goldwyn- 
Mayer Picture Corporation, United 
Artists Corporation, Paramount Pic- 
tures, and Warner Brothers Pic- 
tures, agreed that Tyrone Power’s 
comparatively low Crossley ratings 
may have influenced his removal 
from the air. 

It was pointed out that the trend 
seems to be toward, rather than 

(Continued on Page 27) 


} Last Minute News Flashes 


Asks $1,000,000 for Local Ice Campaigns 


New York, Feb. 3.—The Eastern States Ice Association today had 
before it a suggestion made by Harley Hust, director of advertising 
of National Ice Advertising, Inc., that $1,000,000 be spent locally in 


newspapers to bulwark the industry’s $750,000 national drive. 


Local 


effort is needed, Mr. Hust said, in order that full value may be obtained 


from the national drive. 


Gardiner Leaves Commonwealth Edison 


Chicago, Feb. 3.—E. Frank Gardiner announced his resignation as 
advertising manager of Commonwealth Edison Company today. A former 
president of the Public Utilities Advertising Association, Mr. Gardiner 
was in charge of advertising for the Midland United Company and its 
Indiana and Ohio subsidiaries before joining the Edison Company. 


Michigan Premium Taboo Held Unconstitutional 
Lansing, Mich., Feb. 3.—The provision of the 1937 “fair trade” act 

prohibiting gift, premium or trading stamp offers by bakeries and oil 

companies was declared unconstitutional today by the state Supreme 


Court, which upheld a previous ruling of a lower court. 


The law was 


challenged in a suit brought by Sperry-Hutchinson Company, Chicago, 
and Brock-Ederle Petroleum Company, Grand Rapids. 


“Cradle in the Sky,” New United Theme 


Chicago, Feb. 3.—United Air Lines today released a magazine cam- 
paign featuring its “Mainliner baby kit” and expert service by stew- 


ardesses under the title, “Cradle in the Sky.” 


The campaign has its 


genesis in the fact that more than 1,000 babies flew with United last 
year, the youngest being seven days old. 


Two-Year Contract 
Ends Deadlock 
on Radio Wages 


Talent Union Wins Con- 
cessions on Pay, Prefer- 
ential Shop 


New York, Feb. 3.— Virtually 
every demand made on radio spon- 
sors by American Federation of 
Radio Artists was conceded by a 
two-year agreement reached last 
night between the union, the 
agency committee for advertisers 
which took over negotiations last 
Monday after a strike was threat- 
ened, and the two largest broad- 
casting systems. 

The union wins not only a higher 
minimum wage scale by terms of 
the new agreement, but rehearsal 
pay of $6 an hour, and a guild 
shop. The last two were primary 
points in the AFRA code which is 
put into immediate effect by the 
contract. The signatories were Co- 
lumbia Broadcasting System, Na- 
tional Broadcasting Company, and 
all members of the committee for 
advertisers, with the exception of 
C. J. La Roche, president of Young 
& Rubicam, chairman of the com- 
mittee. No significance is attached 
to this omission, however, Young & 
Rubicam and all other agencies not 
represented on the committee being 
expected to sign by Feb. 12 or give 
notice to the contrary, as provided 
by the new agreement. 


List of Signers 


Those who signed, binding their 
clients to the new high scale, were 
J. G. Sample, president, Blackett- 
Sample -Hummert, Inc.; John U. 
Reber, vice-president and radio di- 
rector, J. Walter Thompson Com- 
pany; Chester B. Bowles, chairman, 
Benton & Bowles; W. B. Ruthrauff, 
vice-president, Ruthrauff & Ryan; 
Leonard T. Bush, vice-president, 
Compton Advertising, Inc., and 
Don Francisco, president, Lord & 
Thomas. This committee repre- 
sents national advertisers placing 
70 per cent of the business carried 
by the national networks. 

Difficulties with the American 
Guild of Radio Announcers and 
Producers, the CIO affiliate which 
challenged AFRA’S jurisdiction 
were ironed out to permit the 
agreement, AGRAP allowing its 
members to join AFRA. 


(Continued on Page 7) 


Pennsylvania 
Governor Scores 
Liquor Copy 


Harrisburg, Pa., Feb. 2.—A vig- 
orous challenge to the liquor in- 
dustry to “clean house” by toning 
down its advertising copy in this 
state was issued today by Governor 
Arthur H. James who disclosed he 
is conferring with the Pennsylvania 
Liquor Control Board regarding 
further advertising restrictions. 

Governor James scored what he 
termed “a disposition on the part 
of the liquor and beer industries in 
Pennsylvania — especially the 
whisky people—to advertise their 
wares in whole pages, sometimes 
in whole sections.” He asserted 
that unless they change their meth- 
ods “there will be such a revulsion 
of public opinion that it might be 
disastrous for them.” 


Wipes PERCE | Bh a aaitiad ieaatiine — a 
ait rie First’ | ee aie 
= 8 NEW YORK a 
vertising /\g¢ iam & 
i. 
ee - ss 
— | | " 
; iz _ ‘ _ F ‘i 
— RAS Er Mame fC g x 
a re 
| eee ORES Gaara ; —— —— ee 
~ ee | 
ee — | 
a | 
ae | - 
— <_——— 
Pe 
ee ae 
| 7 
— | . 
s - 
t OF = 
: : .¢g 
. po ees | . 
2 RES 
s 
: $= i 
+ 
ee 
. ee ee ) 
me 
h | 
, ee 
1S a TINTS | 
is - es 
= ee ee 
ee | 
: ess 
, —y ee 
af | 


2 
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Advertising Looms 
As Key Point in 
Chain Tax Fight 


Patman Supporter As- 
serts Revenue Colors 
Press Reactions 


Schenectady, Feb. 2.—The emer- 
gence of advertising as a point of 
bitter contention between support- 
ers and opponents of the proposed 
Patman anti-chain tax legislation, 
last week highlighted a spirited de- 
bate on the issue which was broad- 
cast over Station WGY as part of 
the General Electric Company’s 
Farm Forum. 

Participants in the discussion 
were Carl Byoir, public relations 
council for the Great Atlantic & Pa- 
cific Tea Company, and Charles 
Daughters, director of the Freedom 
of Opportunity Foundation, recently 
organized to espouse the Patman 
cause. 

Mr. Daughters directed his verbal 
attack at the A&P copy which re- 
cently appeared in 1,400 newspa- 


Sell Democracy Like 
Cigarettes—Masaryk 

Boston, Feb. 2.—The use of 
America’s advertising skill to 
help sell democracy was sug- 
gested this week by Jan Ma- 
saryk, former Czechoslovakian 
minister to England, in an ad- 
dress at Ford Hall here. 

“If you Americans would put 
across your institutions and 
your heritage of freedom as 
cleverly as you do cigarettes 
and electric razors, you would 
do a wonderful thing for our 
civilization and our culture,” he 
declared. The European diplo- 
mat pictured the American pro- 
motion expert as a _ practical 
savior of world democracy. 


pers. He charged that the daily 
press has failed to publicize certain 
Federal Trade Commission reports 
which revealed how chain stores 
“control marketing channels of the 
farmers.” He declared: 


Hits Paid Propaganda 


“We are told that the chains now 
control $200,000,000 of advertising 
revenue. Whatever the real figure 
may be, we know it is large.” He 
dwelt on “the power of paid propa- 
ganda and large-scale concentration 


of control of advertising revenues.” 
In this connection he quoted Wil- 
liam Allen White, of the Emporia 
Gazette, who referred, in his first 
speech as president of the American 
Society of Newspaper Editors, to 
“the great menace to the freedom 
of the press in this country which 
may come through the pressure of 
a wide sector of newspaper adver- 
tisers.” 

Mr. Daughters mentioned stories 
in Business Week and Time, to em- 
phasize points about the chains’ 
treatment of farmers and the con- 
ditions which they “impose” in aid- 
ing the moving of farm surpluses. 
He also made a reference to “spe- 
cial privileges, rebates and adver- 
tising allowances,” declaring that 
“prior to the Robinson-Patman act, 
A&P profits were more than double 
vhat they are now. This act was 
the initial step of Congress to pro- 
tect the general welfare of the peo- 
ole against the coercive pressure of 
large mass bargaining power. The 
'ydings-Miller bill was adopted a 
little later to curb the evils of large 
scale consumer price baiting by the 
chains.” 

He also charged that “A&P has 
recently traded its employes to the 
American Federation of Labor in 
exchange for AFL support in its 
fight against regulation of its mass 
bargaining power or number of 


“Mr. Manufacturer... 
meet Mr. Reader” 


OR first place in pages of advertising carried by general 
monthly magazines during 1938, we gave credit to the buy- 
ing responsiveness of Popular Mechanics’ readers. 


This buying responsiveness seems perfectly logical when one 


becomes acquainted with these readers. 


We learned something about them through a Starch survey 
of incomes. A study made in forty-nine widely scattered com- 
munities indicated that 65.5% of the families of readers of 
Popular Mechanics had incomes of $2000 or more. For the 
nation as a whole about 21% of the families have incomes of 


$2000 and up. 


From a reader study, in which replies from 4571] subscribers 
and newsstand buyers were tabulated, we learned something of 
how these incomes are earned. Of those 4571 who replied: 


And that just about accounts for the good earnings of so many of 


14.8% were business owners or executives 
18.7% were salesmen or professional men 


26.2% were skilled artisans 


Popular Mechanics’ readers. 


What can you sell them? Everything that men need in their 
dress, their busimesses, their homes, or their sports. More than 
a hundred different kinds of products, from cars to hair tonics, 
sold through retail outlets were advertised last year in Popular 
Mechanics Magazine to its over half a million men subscribers 


and newsstand buyers. 


If you have a more efficient machine for their work, a more 
alluring bait for their fishing, a more up-to-date device for their 
homes, an improved razor, a better fitting shoe—tell them 
about it in Popular Mechanics in 1939. Make 1939 a year of 


more and bigger sales. 


POPULA je 


200 East Ontario Street, Chicago, 


Illinois - New York 


CHANICS 


oe 


Detroit . 


Columbus 


AGENCY PARTNER 


Paul B. Zimmerman 


its outlets by the federal govern- 
ment. . . And, to boot, A&P has 
promised to buy only AFL print- 
ing.” Mr. Daughters further de- 
clared “the recent nationwide at- 
tempt to assassinate the character 
of Wright Patman shows that the 
kind of vilification directed at Jus- 
tice Brandeis 25 years ago is not 
dead.” 


Aids Consumer, Farmer 


Mr. Byoir opened his talk with 
the frank statement that “since I 
am a paid advocate of the chain 
store system you are entitled to 
subject any opinion which I may 
express to the closest scrutiny, to 
decide for yourselves whether that 
opinion grows out of a possible bias 
in favor of those whom I repre- 
sent.” 

In regard to the policy of A&P, 
“which is perhaps the largest single 
distributor direct to the public in 
this country of food products orig- 
nating on the American farm,” he 
said, “we maintain there are only 
wo interests entitled to considera- 
tion in any discussion of this ques- 
tion: on the one hand, 27 million 
people living on farms who produce 
this nation’s food, and on the other 
hand, the more than 100 million 
other Americans who buy and con- 
sume what the farmer produces.” 
If automobile distribution were as 
efficient as that of the chain store, 
he asserted, “you could buy a $900 
automobile for less than $800, and 
the producer could get as much or 
more than he gets now.” 

Mr. Byoir stated that in the best 
operated chain stores, a very large 
percentage of food distribution has 
been brought down to the point 
where there is only 10% or 11 per 
cent added to the price delivered to 
the store. This compares with the 
old wholesale and retail distribut- 
ing costs, before the chain store, of 
35 to 50 per cent on perishable farm 
products, he added. 

At its best the chain store “is the 
most efficient system of distribution 
of anybody’s produce anywhere in 
the United States,’ Mr. Byoir said, 
adding that its “essential service to 
the farmer lies in the efficient dis- 
tribution of his goods straight to the 
consumer with a minimum of mid- 
dleman’s costs and profits.” 


Logan & Rouse Form 
Agency in Los Angeles 

Logan & Rouse, Inc., sales pro- 
motion, merchandising and adver- 
tising counsel, has been organized 
at 621 S. Hope street, Los Angeles. 
Officers are Eugene F. Rouse, presi- 
dent; Dudly L. Logan, executive 
vice-president, and John M. Alden, 
vice-president. 

Mr. Rouse was with Harper’s 
Bazaar for the past ten years, as 
manager of its Detroit and Los An- 
geles offices. Mr. Logan, for 17 years 
a partner in the dissolved Logan & 
Stebbins agency, will serve as copy 
chief and head retail and mail order 
account service. Mr. Alden, form- 
erly sales promotion manager of 
Carnation Milk Company, will head 
the food, cosmetic, drug and radio 
activities. 


Colvin Names Agency 

Colvin Company, Chicago, has 
appointed Behel & Waldie, Chicago, 
as advertising counsel. 


— 
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Zimmerman Joins 
Detroit Agency 
As Vice-President 


Detroit, Feb. 2.—Paul B. Zimmer. 
man has resigned as assistant to the 
president of the Norge Division o; 
Borg-Warner Corporation to join 
the Grace & Bement advertising 
agency as vice-president and treas. 
urer and head of the merchandising 
department, it was announced here 
this week. He was formerly sales 
director of the General Electric ap- 
pliance division. 

Popular as a speaker on merchan- 
dising trends, Mr. Zimmerman pre. 
dicted last year that the $25,000,000 
now being spent annually in adver. 
tising by the electrical appliance 
industry will be doubled when 
“room-by-room” selling replaces the 
current unit-by-unit technique. He 
asserted the time has come when ap- 
pliances should be merchandised as 
house furnishings and not as spe- 
cialties. 


FTC Files Brief 
in ‘Finance Copy’ 
Case Against G-M 


Washington, D. C., Feb. 2.—The 
Federal Trade Commission _ this 
week filed its own brief supporting 
the complaint made in 1937 against 
“finance charge” advertising of 
General Motors Corporation. 

The practice complained of by the 
FTC is no longer a direct issue. 
General Motors and Ford Motor 
Company were named along with 
other auto companies in the 1937 
complaint, but did not file stipula- 
tions to cease the practice, as did 
the others. 

G-M has discontinued use of the 
type of copy in question but has 
sought to avoid signing a stipula- 
tion. The FTC agrees that G-M has 
discontinued the copy but it still 
wants a’ signed statement. G-M will 
now file a brief for its case and 
await an FTC order. If this order 
is adverse to G-M, the latter can 
take its appeal into the courts. The 
same process will apply to the Ford 
Motor Company. 

The FTC brief in its case against 
Ford was filed some time ago. Argu- 
ments on both briefs will be heard 
within 90 days, probably at the 
same time. 


Acquires N. Y. Agency 
Montross - Rosenberg Company, 
New York agency, has been ac- 
quired by Jasper, Lynch & Fishel, 
New York. Richard A. Jasper con- 
tinues as president, with J. Julius 
Rosenberg, vice-president, and 
Stanley I. Fishel, treasurer. 


OAA to Meet 


Outdoor Advertising Association 
of America will hold its annual con- 
vention June 12-16 at the Hotel 
Pennsylvania, New York. H. E. 
Fisk, Chicago, general manager of 
the association, is in charge of ar- 
rangements. 


STOCK PHOTOS 


Thousands of ready-to-use illu 
trations, on all subjects, 4? 
available for your inspection 
Write, wire or phone 


K AUFMANN 
& FABRY co. 


425 S. Wabash Avenue e 
Telephone Harrison 3135 


106 West 43rd St. NEW YORK: 
Phone Bryant 9-6682 
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1939 ADVERTISING AGE 3 


Business in Phoenix is ABOVE normal... according to the latest map 
released by the United States Chamber of Commerce! Signs of accelerating 


business are visible everywhere in this ‘gold spot of Western markets.’ Auto- 


mobile sales are zooming. Mine production of copper, gold, silver and zinc 
for 1938 reached the prolific amount of $57,969,900. Bank deposits as of 
December 31, 1938 had gained 5.21% over the previous year-end. Proving 
that Roger W. Babson was on the right track when he stated that in 1939 
Phoenix business would soar 20% ahead of 1938! And proving, too, that 
if you want to make sales, advertise where sales are being made! 


i i 
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BLANKETING THE GOLD NUGGET OF WESTERN MARKETS 


“Serving Arizona With The Best In Radio” 
DICK LEWIS, General Manager 
gg BOB HALL, National Advertising Manager Representatives — The KATZ AGENCY — New York, Detroit, 
epresentaty 


ves—Williams, Lawrence & Cresmer Co., New York, Chicago, Detroit, Los Angeles, San Beonslice WALTER BIDDICK CO.. Los Angeles’ San Francisco, Seattle 
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ADVERTISING AGE 


February 6, 1939 


George Rector 
Assumes Ad Role 
for Wilson & Co. 


Culinary Expert to Pen 
Series of Newspaper 
Columns 


(Picture on Page 31) 

Chicago, Feb. 2.—George Rector, 
who combined wit and knowledge 
of foods to create a new type of 
literature in this country, has cast 
his lot with Wilson & Co., Chicago 
packer, as director of home eco- 
nomics. He will cooperate with | 
Eleanor Lee Wright, who has held 
that title in the past, to acquaint | 
consumers with the merits and | 
preparation of Wilson meats and 
dairy products. He will also act as 
consultant in the creation of new 
products and perfection of present 
ones. 

Far from forsaking his writing 
about foods and their preparation, | 
Mr. Rector will pen one advertise- | 
ment weekly for Wilson & Co., this | 
copy appearing in a single column '! 


‘cate that the writer-restaurateur 


iof a column—when it is this kind 


i'made the name of Rector’s famous 


in 120 newspapers, and thus com- 
peting with or complementing his 
weekly syndicated feature, which | 
will continue to appear on Sunday | 
in a long list of newspapers. The 
first Rector advertisement for Wil- | 
son & Co. will be published Feb. 9, 
others to appear every Thursday 
thereafter. A full page Feb. 6 will | 
break the news to the public. 


Rector’s New Column 


Enlivened by thumb-nail sketches, 
with one of the author at the top, 
plus his name in bold type, the init- 
ial Rector advertisement will indi- 


does not lose his magic touch when 
his words are used in promotion. 
He will introduce his new column 
in these words, over the title, ‘“Wil- 
son’s Weekly Memo”: 

“TIT am not much of a soldier, but 
I do like to find myself at the head 


of a column. I am going to be with 
you every week, and I am going to 
tell you, not how to cook, since un- 
_doubtedly you know how already, 
‘but how you can put added zest 
into your cooking and give it those 
subtle, secret touches that have 


in foods for over 50 years. 

“Are you ready? Then—forward | 
march!” 

The famous Rector signature will | 


| get 


;one renowned for 
, food, the other for producing it. 


follow, after which the expert will 
into stride with a few kind 


words about Wilson products. 
Pepping Up the Trade 


In view of Mr. Rector’s nation- 
wide reputation as an expert in all 
matters of food, Wilson & Co. 
spared no pains to provide the 
proper thunder to the trade. The 
company today began distribution 
of a four-page newspaper, ‘“Mod- 
ern Food Merchandising,’ to meat 
dealers throughout its territory. 
The entire “extra” was devoted to 
announcement of the acquisition of 
Mr. Rector, his autobiography, and 
his unqualified endorsement of Wil- 
son products. The fourth page was 
given over to photographs of the 
famous chef at work, and also re- 
produced some of the point-of-sale 
display material which will further 
capitalize Wilson’s investment. 

The paper also carried a full-page 
advertisement signed by Thos. E. 
Wilson, chairman of the board, who 
said in part: 

“The coming of George Rector to 
the staff of Wilson & Co. links two 
famous names in the eating world, 
preparing good 


“The American people regard 
|meat as the most important part 
‘of the meal. Naturally, American 
tastes appreciate the very best in 


-..-HE RINGS ue fwo- /Villionw 


IN DRUG SALES E 


Not a Midas.. 


knows how to make money for himself... 
and for you! That's the retail druggist 
“within the Golden Horseshoe” 
five thousand of them within this area blan- 


keted by WJR and WGAR. 


Drug store cash registers in this well-to-do 
spending territory ring up two million dollars 
in sales every week, over a hundred million 


THE GREAT 


. but a business man who 


VERY WEEK 


. close to 


and effective of 


listeners, more 


in a single year. . 


. a total business greater 


than the combined drug sales of Chicago, 

Philadelphia, Pittsburgh and St. Louis! 
Many are the methods for capturing this 

golden market. 


Quickest, most economical 
all is the telling of your story 


over the ‘‘Great Stations of the Great Lakes”’ 
. . »WGAR and WJR which give more 


buyers per dollar invested. 


GREAT LAKES 


RECTOR IN NEW POST 


This truly amazing Wilson 
Tender Made Ham has no equal, 


Mm my opimon fy a Tom 


oe tram 


George Rector, nationally known author- 
ity on good food, has joined Wilson & 
Co., Chicago, as director of home eco- 


nomics. He will also contribute his ta!- 

ents toward copy preparation, creation 

of new products and perfection of pres- 
ent ones. 


meats. The amazing success of 
Wilson’s Tender Made ham proves 
that. It is only fitting, therefore, 
that America’s home-keepers and 
meal planners should receive the 
best consumer education obtainable 
to aid in the preparation of Ten- 
der Made ham and other Wilson 
products. 


Best Equipped for Job 


“No man in America is better 
suited for this educational work 
than George Rector. It is with sin- 
cere pleasure, therefore, that Wil- 
son & Co. makes available the ex- 
ceptional experience, knowledge 
and skill of America’s great culin- 
ary expert and food spokesman to 
housewives everywhere.” 

Reprints of the newspaper adver- 
tisements will be made available to 
dealers for distribution to consum- 
ers. Mr. Rector will also write 
cook books and recipe leaflets, and 
he will figure in a contest promo- 
tion under his name which is ex- 
pected to enroll the enthusiastic 
participation of thousands of house- 
wives, with a direct tie-up with 
Wilson dealers. 

Don Smith is advertising manag. r 
of Wilson & Co. The account is 
handled by United States Advert: ’- 
ing Corporation. 


Murdaugh Heads New 
Carolinas Group 


M. F. Murdaugh, of the Durham 
Sun, has been elected president of 
the newly formed Carolinas Adver- 
tising Executives Association. 

Other officers are N. E. Crown, 
Columbia Record, first vice-presi- 
dent; Josephus Daniels, Jr., Raleigh 
News & Observer, second vice- 
president, and Roy Phillips, Ashe- 
ville Citizen-Times, secretary-treas- 
urer. 


Two with “Province” 


Randolph Jones, formerly adver- 
tising manager 
lumbia Journal of Commerce, 
Arthur Craig, formerly advertising 
manager of Canadian Poultryman, 
have joined the advertising depart- 


ment of the Daily Province, Van- | 


couver, B. C. 


of the British Co-| 
and | 


ee 


World's Fair Film 
to Refute Attacks 
on Advertising 


(Picture on Page 31) 


New York, Feb. 2.—A motion pic. 
ture dramatization of the role aq. 
vertising has played in the develop. 
ment of the American standard of 
living will be one of the features of 
the New York World’s Fair, under 
the sponsorship of Macfadden 
Publications, as a continuation of 
the consumer education campaign 
launched by Liberty through George 
Sokolsky’s series of articles, “The 
American Way of Life.” 

The film, produced by a profes- 
sional Hollywood staff with a cast 
of seasoned actors, will be entitled, 
“T’ll Tell the World.” It will be 
presented in a new air-conditioned 
motion picture theater which wil] 
occupy the Macfadden exhibit space. 

The plot moves at a swift pace 
through the trials and tribulations 
of an average family. There is 
human interest and drama and 
numerous opportunities are afforded 
for demonstrations of the fallacies 
of the “guinea pig” type of attack 
on advertising. 

Throughout the film are a num- 
ber of cut-ins depicting such devel- 
opments as the origin and growth 
of the citrus industry, the soup 
business and the automobile field. 
A number of well-known advertis- 
ers have cooperated in furnishing 
film from their own libraries to 
round out the commercial back- 
ground. Advertising associations 
and agencies have also assisted. 

Sales and advertising copy are 
entirely absent from the picture. 
The film will run about 40 minutes. 


Circulation Forum 
to Start Feb. 6 


The first of a series of three meet- 
ings to discuss circulation problems 
will be held at the Sky Top Restau- 
rant, 185 N. Wabash avenue, Chi- 
cago, Feb. 6, at 6:30, with J. E. 
Blackburn, Jr., circulation director 
of McGraw-Hill Publishing Com- 
pany, New York, discussing “Cur- 
rent Circulation Problems.” 

The series of meetings, which is 
held annually, is sponsored by the 
Chicago Circulation Round Table 
and the Associated Business Papers, 
Inc. Frank Kottra, Keeney Pub- 
lishing Company, is general chair- 
man. 


Eleanor Patterson Buys 


Two Washington Papers 


Mrs. Eleanor Patterson has pur- 
chased the Washington Herald and 
the Washington Times from Ameri- 
can Newspapers, Inc., a Hearst hold- 
ing company. 

Mrs. Patterson leased the papers 
in 1937, with an option to buy. She 
is also a director of companies oper- 
ating the Chicago Tribune and the 
New York News. 


aging Editor. 
tioned authority in its field. 


To the man we a 
will be apparent. 


so write thoroughly 


Can You Fill the Job of 
MANAGING EDITOR 


of a Leading Business Paper? 


One of the leading retail publications in the country is looking 
for a young man who can quickly work into the job as Man- 
The magazine is long established and an unques- 


re looking for the qualifications for this job 
Merchandising experience is of course desir- 
able. The job is in New York City. 


The employes of our own staff know about this advertisement, 
and completely, 
religion, salary required, references. 
not be consulted without express permission. 


Box 1619, Advertising Age.330 West 42nd St.,. New York City 


giving experience, age. 
Obviously, references will 
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ADVERTISING AGE 


McGraw-Hill Publishing 
Company, Inc. 


70% PICTORIAL 


Published monthly for engineers and con- 


tractors who put construction blueprints to 


work. Printed in rotogravure, jumbo dimen- 


sions (this reproduction is actual size). 


~ =a "A 


RO 


Building Industry Awake? 


ROTOGRAVURE ALBUM 


of 
CONSTRUCTION JOBS 
IN PROGRESS 


One of the earliest pictorial publications 
in industry, Construction Methods & 
Equipment is edited for contractors and 
engineers responsible for the execution of 
engineering construction and maintenance 
work in the field. The chief concern of 
these men is “how” to coordinate horse- 
power and manpower to get construction 


jobs completed per time table. 


With machinery, equipment and materials 
they transform blueprints into completed 
projects. That's why they like action pic- 
tures — photos of jobs underway. And 
that’s why 70°% of Construction Methods 
& Equipment’s editorial space is devoted 


to pictures. 


Of its more than 20,000 paid circulation 
less than 5% duplicates the circulation of 
its companion publication. Engineering 
News-Record. 


Look over an issue. Get the “feel” of its 
unique editorial pattern and you'll get the 


“feel” of its field. 


Published by McGraw-Hill 
330 W. 42nd St. 


CONSTRUCTION 
Methods and Equipment 


New York, N. Y. 
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Good Ad Writers 
Believe in Santa, 
Says Copy Chief 


Chicago, Feb. 1.—Belief in Santa 
Claus was specified here last night 
as one of the essential tenets of a 
successful copywriter by Roy Whit- 
tier, vice-president and copy direc- 
tor of Young & Rubicam, who de- 
livered one of a 
series of lectures 
sponsored by the 
Chicago Feder- 
ated Advertising 
Club. 

“Your good ad- 
vertising writer 
will have a wide 
sentimental 
streak,” Mr.§ 
Whittier stated. 
“He will believe 
in the home, 
children, mother 
love, ham and 
eggs, America—yes, and in Santa 
Claus. 

“He will have a mild reverence 
for the homely things of life, as 
well as for the expensive ones. He 
is a set-up for a sob story. He likes 
his movies to end happily. 

“It may be smart to be sophisti- 
cated, but I have never seen a true 
sophisticate who was worth desk- 
room as a writer of advertising. 
How could he be? He lives on the 
wrong side of the tracks, mentally. 
His thoughts, his attitude, his be- 
liefs are contrary to those held by 
the great majority of people in this | 
country. How in Heaven’s name | 
could he ever hope to understand | 
them, and to sell them anything?” 

Mr. Whittier listed 15 requisites 
for the successful advertising writer 
—imagination, logic, the ability to | 
think, the ability to write, a strong | 
selling instinct, intuition, penetra- 
tion, sound business judgment, un- 
quenchable curiosity, a questioning 
attitude, a wide sentimental streak, | 
a liking for people, a sense of hu- 
mor, the power to visualize and a | 
wide open mind. 


Roy Whittier 


Curtis Estate 
Retains ‘Ledger’ 


Charles M. Morrison, editor of the 
Philadelphia Public Ledger since 
1930, has been elected president, 
succeeding John C. Martin, who has 
resigned. George F. Kearney has 
been named general manager, and 
Cary W. Bok is chairman of the 
board. 

The new executives, representing 
the Cyrus Curtis estate, were chosen 
following the termination of nego- 
tions for the sale of the paper to 
Brush Moore Newspaper Company. | 


Visking Used Three 
Insertions Last Year 

In reviewing the 1938 advertising 
program of Visking Corporation, 
Chicago, ADVERTISING AGE last week 
referred to single insertions in three | 
magazines. This should have been 
three insertions in each of the three 
magazines. 

The list included Good House- 
keeping, The Saturday Evening Post 
and Woman’s Home Companion. 


YOU GET MORE 
WHEN YOU BUY 
(—"STANDARD’— 


Standard Advertising Register 


the most complete and accurate 
directory of advertisers—lists 
12,000 national and sectional 
35,000 


key executives, their advertising 


advertisers, with their 


and other important 
and 


agencies, 
data for 


promotion. 


soliciting sales 


X) ...The 1939 
\ | Product edition 
will be ready 
\ in April Get 
your advance 
order in now. 


NAT 
PUBLISHING CO., Inc. 


330W.42ndSt. 333 N. Michigan Ave. 
New York Chicago 


ADVERTISING AGE 


Two Join Jeffries 

W. C. Jeffries Company, Los 
Angeles, has named Harry Brinck- 
man, formerly with Philip J. Meany 
Company, production manager. 
Alice King, formerly with the Chi- 
cago News, has joined the copy de- 
partment. 


Mears Shifted 


Gerth-Knollin Advertising 
Agency has shifted Mortimer W. 
Mears from the San Francisco to 
the Los Angeles office, where he will 
be manager. 


Bliss Resigns 

C. Hascall Bliss has resigned as 
vice-president of Nash-Kelvinator 
Corporation, Detroit. He has been 
with Nash for 2) y>2ars 


‘editorial in appearance. 


ie 


Vitality Shoe 
Editorial Style 
Copy Wins Praise 


(Picture on Page 31) 

St. Louis, Feb. 2.—Radically 
different from any previous copy 
used by the manufacturer, the 1939 
advertising of Vitality Shoe Com- 
pany has won praise from dealers 
throughout the country, James Lee 
Johnson, advertising manager, said 
today. 

The spring campaign is distinctly 
Headlines 
are newsy and layouts have been 
designed with a looseness and easy 
freedom typical of the most effective 


pe who live over here consume more 


editorial pages. Copy stresses the 
| fashion angle of this medium price 
/women’s line, also emphasizing fit, 


comfort and workmanship. An art- 
ist’s sketchbook of spring styles is 


offered readers without cost. 


The spring list includes Good 
Housekeeping, Harper’s’ Bazaar, 
Ladies’ Home Journal, McCall’s, 


Photoplay and Vogue. The agency 
is Henri, Hurst & McDonald, Inc., 
Chicago. 


Schenley Adds Heyman 

Sander Heyman, formerly with 
the New York American and Her- 
ald Tribune, has been placed in 
charge of advertising and sales pro- 
motion for Schenley Import Cor- 
poration, New York, succeeding 
William Bijur, resigned. 


” 


cabbage than caviar; enjoy cartoons more 


than Corots. Steamship companies, art dealers, and Ym 
couturiers would starve on their patronage...and 


most other industries would swiftly starve without it. Vm 


They may not be as “fastidious” as the other side, but they 

use many times as much soap. They may not know the mean- 
ing of the word gourmet but they eat much more (and many 
more) branded food products. They may never have seen a Daimler 


or Dusenberg but they own and drive millions more automobiles! 


In short, they speak “another language,” read other publications, 
enjoy different things than the people on the other side — with one 
exception. Repeated research shows that 94% of them own radios, 
of which 79% are in use on an average of 5.2 hours daily. . . tuned 
to radio programs that hop over railroad tracks, into the home, as 


easily as they soar over city and county and state lines. 


— 


Nemo Insertions Up 


Kops Bros., New York, maker of 
|Nemo foundation garments, wij 
_soon release an expanded spring 
| schedule carrying a 62 per cent in. 
| crease in insertions over last fal]. 
Newspapers will be used. E. T. 
Howard Company, New York, 
handles the account. 


New Sales Office for WAAT 


Station WAAT, Jersey City, has 
opened New York sales offices in 
the RKO bldg., Radio City, New 
York, with A. B. Schillin, vice. 
president, in charge. 


Joins Free & Peters 

Arthur J. Barry, Jr., has joined 
the Chicago office of Free & Peters, 
radio station representative. 


Covers 


NOTE ON THE NETWORKS: More of the country's largest ad- 
vertisers choose COLUMBIA — as the fastest “right-of way 


to the nation—th 


an any other network. These shrewd 


judges of advertising facilities have favored the 


world’s largest network consistently since 1934! 
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LaSalle Switches 
to Color for 
Spring Campaign 


(Picture on Page 1) 

4 Detroit, Feb: 2—A complete re- 
versal of last year’s LaSalle and 
Cadillac advertising treatment in 
magazines was revealed here today 

. by Frank J. Denney, advertising 

" manager, who outlined the program 


; before a district sales managers’ 
as meeting. It was also announced 
that an expanded newspaper sched- 

ule will be used for both lines. 
“We are turning to color for 
LaSalle copy to replace our 1938 
s, policy when we used black and 


white for LaSalle and color for the 


more expensive cars,’ Mr. Denney 
said. “This spring, Fleetwoods get 
the black and white, with artwork 
by some of the country’s best known 
lithographers.” 


Three Distinct Treatments 


He also disclosed that Cadillac 
spring advertising will carry three 
distinct treatments. “Since we mar- 
ket cars in three different price 
groups, the audience we seek for 
each obviously varies in tastes,” he 
explained. “Media, copy and struc- 
ture that would fit one group might 
not be applicable to another.” 

Separate campaigns will be put 
behind the LaSalle, the Cadillac 
Sixty Special and Cadillac Sixty- 
one, and the Cadillac Fleetwoods 
and Sixteen. 


Two-Year Contract 
Ends Deadlock 
on Radio Wages 


(Continued from Page 1) 


The new AFRA scale covering 
actors and announcers provides for 
a minimum of $15 for quarter-hour 
programs; $25 for half-hour pro- 
grams, and $35 for hour-programs, 
with rehearsal pay of $6 an hour. 
This is in contrast with the scale 
proposed by the original agency 
fact-finding committee of $15, $20 
and $25, including rehearsals of 
from two to four hours. The new 
rebroadcast scale is 50 per cent, as 
against the 25 per cent proposed by 
the agency committee. The entire 


scale for singers is higher than for 
actors and announcers. 


Kearns to “Record” 


Frank P. Kearns, formerly with 
Home Economics Service Corpora- 
tion, has joined the national adver- 
tising department of The Record 
Newspapers, Troy, N. Y. 


Ackley Starts Agency 


A. A. Ackley, formerly vice- 
president of Burnet-Kuhn Adver- 


tising Company, has opened his 
agency at 5 S. Wabash avenue, 
Chicago. 


Joins Campbell-Lampee 

Wayne Swanson has joined the 
staff of Campbell-Lampee, New 
York, as account executive. 


sBoth Sides 


hours, and respond to the same programs. . 


EOPLE who live on this side of the tracks know how to pronounce 
Pp... d'oeuvres and where to buy le dernier cri. They hold most 
of the country’s diplomas and passports, hire most of its chauffeurs 
and maids, wear most of its ermine and pearls. They sit in air- 
conditioned offices ... prefer Veuve Cliquot to “Red Ink’... Fortune 
to “funnies” and Bergdorf-Goodman's to “bargain basements.” They're 


known, familiarly, as “the people other people follow.” 


They are a rich and special market for cigarettes and soaps, tires 
and toothpastes ...the products “everybody” buys. They are the 


only market for products made for their exclusive use and pleasure. 


But one thing they share equally with the rest of the country. 
Repeated research shows that 98% of them own radios; 


that 78% listen every day, on an average of 4.8 


. the 


same news and music and comedy and drama 


.. . that appeal to the rest of the nation. 


THE WORLD'S 


Columbia Broadcasting System 


LARGEST NETWORK 


PACKAGING FLASH 


This may be a preview of tomorrow's 
fashions, but most of those who attended 
the recent Arnotex fashion show at New 
York's Murray Hill Hotel seemed to think 
the du Pont cellophane flimsy was just 


a gag. 


AF A to Comba 
Anti-Advertising 
Books in Schools 


New York, Feb. 1.—An attempt to 
combat unfair anti - advertising 
propaganda disseminated in public 
schools has been launched by the 
Advertising Federation of America, 
it was announced here today. As 
an initial step the advisory com- 
mittee of the AFA Bureau of Re- 
search and Education has enlisted 
the aid of advertising clubs all over 
the country in a general check-up 
to locate any books containing state- 
ments considered incorrect and 
biased. 

Books which are reported will be 
carefully analyzed and instances of 
misinformation on the subject of 
advertising will be brought to the 
attention of the publisher, with a 
demand for revision in accordance 
with facts. 

Although the work of locating 
offending textbooks has just begun, 
one volume which has been ana- 
lyzed is said to contain information 
calculated to arouse antagonism 
against advertising on the part of 
teachers and students. The book is 
said to be in use in 4,000 school 
systems. The name of this volume 
has been withheld pending negotia- 
tions with the publisher. 


Hukar in Chicago 

George Hukar, formerly with the 
New York and Detroit studios of 
Underwood & Underwood, has been 
transferred to Chicago. 


SAYS THE BIRD WHO KNOWS 


THE NEBRASKA 
MARKET IS BIGGER 
THAN THE CITY 

OF BALTIMORE! 


AND YOU CAN REACH IT 


WITH ONE NEWSPAPER! < 
rt mea 


~~ a’ ig * Ai’ 
PEA wa te 
T H E ot ie Va oe 


World:Herald 


Natn'l Advertising Reps: O'MARA & ORMSBEE, inc. 
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Appeals Dominant in 
New Sears Catalog 


More Costly Volume 
Viewed as Harbinger 
of Rising Sales 


(Pictures on Page 31) 

Chicago, Feb. 2.—Greatly  in- 
creased emphasis upon a_ style 
appeal directed at a more feminine 
and more youthful market appears 
as one of the most significant of 
several changes made by Sears, 
Roebuck & Co. in its new spring 
catalog, now on the way to nearly 
7,000,000 customers. 

Larger and more expensive than 
its 1938 predecessor, the volume is 
also indicative of a company belief 
that sales conditions are going to 
be good in rural areas. Other cata- 
logs recently issued by Montgom- 
ery Ward & Co. and the Chicago 
Mail Order Company bear out this 
general prediction. 


Company spokesmen’ described 


LAST WORD IN MAIL ORDER COPY 


This two-page spread in the new Sears catalog reflects the spirit of modernity 


that characterizes the new issues of leading mail order catalogs. 


The left-hand 


page above is in four colors. 


the Sears catalog as one represent- 
ing the “most revolutionary changes 
ever attempted in a Sears mail 
order publication” in styling, print- 
ing and layout techniques. Its in- 
creased cost is obvious in compara- 
tive figures on total pages, illustra- 
tive material, rotogravure and color 
copy. Price reductions have been 


made in 17 general classifications of 
merchandise. 

Issuance of the catalog was pre- 
ceded by announcement of several 
promotions in the Sears executive 
personnel. Thomas J. Carney, vice- 
president in charge of operations 
and associated with the company 
for 37 years, was elected president, 


‘‘Bessie Bossie,’’ Ben Hawthorne's stooge, is 


* 
~ 
\\ = 
; i 
ae =. 


mx o * . 


IN SOUTHERN NEW ENGLAND WTIC RATES 


only the canned moo of a mythical Guernsey— 
just a sound effect. To hear her at all you've 
got to tune in WTIC’s ‘‘Morning Watch’’ 
between 7 and 8 A.M. And still Bessie’s fan 
mail is a problem. 

She gets home-baked cakes and cookies by the oun 
dozen—more than WE could ever eat— and to 
answer her correspondence would keep us busy 
all week long, every week in the year. 


Yet if Bessie’s mail is a problem to us, it’s 
mighty important to you or anyone else with 
goods to sell in Southern New England. It’s a 
grade A indication that WTIC has and has had 
for years a thorough following the whole length 
of the Connecticut River Valley. When can we 
put our friendly audience and our 50,000 Watts 
to work for you? 


: 
_— 


FIRST 


@ iN LISTENER POPULARITY BY 2 TO 1 
IN THE HARTFORD AREA 


@ iN NUMBER OF NETWORK ADVERTISERS 
NUMBER OF NATIONAL SPOT 


ADVERTISERS 


50,000 WATTS - HARTFORD, CONN. 


— NBC Red Network and Yankee ¥ 


succeeding Robert E. Wood who be- 
comes chairman of the board. 

Donald M. Nelson, vice-president 
in charge of merchandising since 
1930 and with Sears for 27 years, 
was named chairman of the execu- 
tive committee and executive vice- 
president. T. V. Houser, formerly 
general manager of merchandise, is 
now a director and vice-president in 
charge of merchandising. 

Considerable effort has been made 
to have the catalog—at least that 
part of it devoted to the feminine 
customer — approach more closely 
the advertising techniques used in 
consumer style publications. A sam- 
ple of this is the use for the first 
time of a full page in color devoted 
to one evening gown. Other changes 
in copy treatment are pictorially 
evident in comparing current pages 
with those from catalogs of earlier 
years, as shown on Page 31. 


Conforms to Other Types 


G. W. Cunningham, general ad- 
vertising manager, emphasized that 
the changes in the catalog might 
be termed an attempt to make this 
type of advertising conform more 
closely to that which the rural 
audience reads in newspapers and 
national magazines and _ hears 
over the radio. They do not imply 
that Sears is making a complete 
overall shift in its marketing tac- 
tics. 

Sears’ expectations of a good 
mail order sales year, he said, are 
based on the expectation that farm 
product prices will be on a more 
comparable basis with the price 
the farmer pays for industrial 
goods. 

The more youthful motif is car- 
ried out in the greater percentage 
of merchandise designed for young 
people and for recreation, vacation 
and leisure activities. There are 
approximately 100 more pages of 
rotogravure in two, three or four 
colors than in the 1938 volume. 
There has also been a 50 per cent 
increase in the number of color 
pages. Nearly half of the current 
catalog, for example, is in either 
rotogravure or color. 

The type has also been changed to 
a style less heavy and less black. 
Blocks of copy have been reduced 
in favor of more modernistic de- 
vices of line and rhythm in layout 
strategy. The page total is 1,138, 
as compared with 1,088 a year ago. 

An experiment in a broadened 
credit policy also comes to fruition 
with the new catalog. Time pay- 
ments are now available on “any- 
thing and everything,” with the 
minimum total reduced from $20 to 
$10. The new policy, hinted at in 
the company’s mid-winter salesbook 
issued about a month ago, was de- 
scribed as the result of a two-year 


— 


test made in Dallas, Kansas City 
and Seattle. The price structure has 
not been changed, however, with 
the credit customer paying for this 
privilege in the usual carrying 
charge. 

Basic price reductions, as com- 
pared with those in the catalog 
issued a year ago, range from 16.8 
per cent on rayon yard goods and 
dresses to 0.1 per cent on drugs. 

The new Ward catalog is also a 
considerably more extensive effort 
than was the 1938 volume. Pages 
total 878 as compared with 840 last 
year. Color pages have been de- 
creased from 120 to 100, but use 
of rotogravure has been stepped 
up from 340 to 400 pages. 

There has likewise been a sub- 
stantial increase in style appeal. 
Opening color pages of the catalog, 
for example, are this year devoted 
exclusively to feminine fashions 
while the 1938 book placed almost 
equal emphasis on interior and ex- 
terior home furnishing styles. 

Improvement in layout is visible 
throughout the book, while the in- 
dex, always a vital portion of the 
catalog, has gained increased visi- 
bility through the addition of type 
bars dividing the letter sections 
horizontally. The index also pro- 
vides a well chosen place for the 
insertion of several small photo- 
graphs showing a variety of the 
tests made by Ward to insure the 
quality of its merchandise. Indica- 
tive of an expected upturn in home 
building are more than 70 pages 
devoted to all types of construc- 
tion needs. 

The company’s credit policy re- 
mains the same, with a $10 mini- 
mum on time payment purchases. 
Prices average 1.6 per cent higher 
than last fall but 2.2 per cent 
lower than those in the 1938 spring 
catalog. 


Celebrates 50th Year 


The spring catalog issued by Chi- 
cago Mail Order marks the com- 
pany’s 50th anniversary and devotes 
considerable attention to _ special 
values advertised for the occasion. 
A total of 340 pages appear in one, 
two, three or four color printing. 

Much of this color work con- 
tributes to an increase in style em- 
phasis with Jane Alden, the com- 
pany’s “globe trotting stylist,” show- 
ing fashion highlights from Paris, 
London, Hollywood and New York. 

A house furnishings department, 
added by the company two years 
ago, receives 24 pages in the catalog. 
A similar corresponding increase 
has been made in pages devoted to 
sportswear for men and women. 


Two Join Kortner 


Virgil Truman and Frank J. 
Forstneger have joined Kortner & 
Associates, Chicago. 


in this new, practical book 


—saves time 
—saves mo 


Over 220 layouts 
to follow or adapt 


—helps create better advertising 


Carlyle, Oring and Richland’s 


Just Published 


LAYOUTS AND LETTERHEADS 


. 152 pages, 10x8, fully illustrated, $5.00 


ERE, in addition to discussion of layouts and the layout-man’s work, are 
layouts themselves, more than 200, for advertisements and letterheads, o! 


many types from perfume and deluxe shops to paints, foods and hard-mer- 
chandising department stores. 


Here is a wealth of layout ideas—complete arrangements you 
can follow exactly and adapt to other products—a treasury of 
treatments, spots, handlings of headlines, illustrations and signa- 
tures, decorative ideas, atmospheric touches, etc., that you can 
“lift” peacemeal—plus pointers and examples on how to rear- 


range and combine elements in order to achieve scores of telling 
layouts of your own. 


Truly first aid for the busy advertising man, artist, art director, anyone whe 
wants to create better-looking more effective advertising. 


a 
! 
SEE IT 10 DAYS ON APPROVAL—SEND THIS COUPON TODAY | 
McGraw-Hill Book Co., Inc., 330 W. 42nd St., New York, N. Y. ; j 
Send me Carlyle, Oring and Richland’s Layouts and Letterheads for 10 days’ examination on approve 


In 10 days I will send $5.00, plus few cents postage, or return book postpaid. (Postage paid on orders | 
accompanied by remittance.) 
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ADVERTISING AGE 


In the Eyes of Oklahoma-Texas Bankers 


@® Down in the Oklahoma-North Texas 
section there is a banker who has a singu- 
lar way of determining the stability of his 
‘armer-clients. Let him tell you his method. 
He says, “I very often ask some farmer- 
‘ustomer of mine if he is getting your 


rmoyner 
} s. 


Perhaps at the time I am talking to 


90c to send in for him for a year’s sub- 
ription to The Farmer-Stockman.” 
Most rural bankers in Oklahoma and 
rth Texas are farmers themselves. As 
1 they subscribe to and read The Farm- 
r-Stockman. They have followed for years 


~~ 


many projects mapped out for raising 
Standards of agriculture in the South- 
They have been able to sense the 
niidence The Farmer-Stockman enjoys 
more than 237,000 subscribers 


.. aconfidence that has resulted from the 
ability of the Oklahoma Publishing Com- 
pany to coordinate its men, methods and 
machinery into an outstanding farm jour- 
nal that serves as the company’s corner- 
stone of its service to the Southwest. They 
are, to quote the above banker, ‘certainly 


delighted to encourage our customers to 
read this paper.” 

Farmers of the Oklahoma-North Texas 
area have a hard-to-break thirty year-old 
habit of farming by The Farmer-Stockman 

. a fact that shrewd advertisers should 
never overlook at schedule-making time. 


Je PARMER - STOCKMAN 


OKLAHOMA CITY, OKLAHOMA 


THE OKLAHOMA PUBLISHING CO. @ THE OKLAHOMAN AND TIMES ®@ MISTLETOE EXPRESS ® WKY, OKLAHOMA CITY 


KVOR, COLORADO SPRINGS @ KLZ, DENVER (Affiliated Management) 


@ REPRESENTED BY THE KATZ AGENCY, INC. 
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Agency Commission 
Plan ‘Phoney,’ Sales 
Managers Told 


Service Fee System 
More Equitable, Says 
lra Hirschmann 


New York, Jan. 31.—Advertising 
agencies were the butt of sharp 
criticism by Ira Hirschmann, direc- 
tor of sales and advertising, Bloom- 
ingdale’s department store, in a talk 
before the Sales Executives Club of 
New York today. 
His attack cen- 
tered particularly 
on the agency 
commission sys- 
tem. 

“Sotii tais 
phoney setup of 
the 15 per cent 
commission is 
broken down, we 
are going to con- 
tinue to operate 
on unsound 
ground,’’ the 
speaker asserted. 
“The wrong fellow pays the wrong 
fellow,” he said, “and nowhere in 
business is there a parallel system 
of compensation.” 

In the place of the time-honored 
system by which the medium pays 
the agency, Mr. Hirschmann recom- 
mended that the agency be paid by 
its client on the basis of service 
rendered and not on total advertis- 
ing expenditures. 


Ira Hirschmann 


Attacks Agency Motives 


The method of compensating 
agencies was only one of the speak- 
er’s complaints about the advertis- 
ing business. He declared that the 
major urge of an agency is to get 
its clients to spend more money, 
whether or not that additional ex- 
penditure is repaid in extra sales. 
Agencies pay too much attention to 
factors other than increasing sales, 
he said. 

Agency men in general do not 
know enough about the merehan- 
dise they seek to sell, Mr. Hirsch- 
mann maintained, and advertising 
is due for the fight of its life un- 
less a greater product knowledge is 
accompanied by improved agency- 
client relations and a_= greater 
knowledge of results achieved by 
advertising. 

He expressed 
some “Houdini of advertising” 
would come along to remedy the 
situation. “Bunk is having a harde: 
time getting by, and realism is com- 
ing of age,” he said. “Advertising 
must stand on its own feet. It can- 
not be classed as a luxury, even the 
stuff that is prepared by the ad man 
in the agencies to please the boss’ 
vanity or his wife.” 

A number of agency men, mem- 
bers of the club, heard the Hirsch- 
mann talk. One of them indicated a 


The BALTIMORE 
station that ranks 
‘FIRST IN 
SHOWMANSHIP” 


Call on us for spot program ideas 
A\ 


confidence that 


NATIONAL REPRESENTATIVES —— 
EDWARD PETRY & CO. ———— 


ON THE NBC RED NETWORK 


strong desire for the other side of 
the picture to be discussed at a fu- 
ture club meeting, and declared that 
he intended to see to it that the 
charges were answered. 


Three Name Oswald; 
Staff Increased 


Castanes Dairy Company, Tren- 
ton, division of Borden Company; 
Westwood JLaundry, Westwood, 
N. J., and Staten Island Laundry- 
owners Group, Staten Island, N. Y., 
have appointed Oswald Advertising 
Agency, Philadelphia, to handle 
their accounts. 

New additions tothe Oswald staff 
include S. Reid Warren as account 
executive; Mary J. Fisher, account- 
ing and production assistant, and 
Robert E. Kulp, research assistant. 


Sales Affiliates 
Set for Campaigns 


on Three Products 


New York, Jan. 31.—About 200 
newspapers throughout the country 
are scheduled to receive spring 
copy from Sales Affiliates for Zotos 
machineless permanent wave meth- 
od and two hair dyes, Inecto and 
Loxol. Fall campaigns are also 
planned in newspapers on all three 
products. 


Plans Zotos Copy 


Zotos copy will make its first ap- 
pearance March 26, and the drive 
will continue through June. Most 


of the insertions will be 250 lines. 
The romantic appeal of beautiful 
hair will continue to supply the 
copy motif. Consumers will be 
urged to patronize beauty shops 
licensed to give the Zotos wave. 


Drive for Other Products 


Inecto will continue to be pro- 
moted to the gray-hair market. A 
newspaper drive in 55 cities will 
get under way Feb. 19, and will end 
June 14. Loxol, which is a shampoo 
as well as a dye, will be advertised 
nationally for the first time in 42 
papers. The product will be pro- 
moted to both old and young 
women. 

Grey 
charge. 


Advertising Agency is in 


“Mida’s Criterion” Shifts 

Gillette Publishing Company has 
transferred the editorial and busj- 
ness headquarters of Mida’s Cri. 
terion, liquor trade paper, from 
Chicago to 155 E. 44th street, New 
York. A. B. Greenleaf, formerly 
editor of Spirits, New York, has re- 
turned to Mida’s Criterion, as editor 
in charge. T. F. Kilroe, formerly 
New York and New England rep- 
resentative, has been appointed 
business manager. 


Alkine to Reach 


Charles Dallas Reach Company, 
Newark, has been named to handle 
advertising for Alkine Company, 
New Brunswick, N. J., manufac- 
turer of a cough remedy. Charles 
W. Scott is account executive. 


SHALL RADIO BE CENSORED? 


1,519,840 are a lot of people—but that’s how many individuals bought 
the December 20th* issue of LOOK—nearly 90% of these copies were 
sold at 10c a copy on the newsstands. 

What prompts over a million and a half people to buy LOOK? Criti- 
cally analyze the February 14th LOOK—or any issue and you'll have 
the answer to that question. 

How many people do you suppose, knew the facts about Radio Cen- 
sorship until they read the well-timed, informative story in this issue? 

How much better understanding America has of conditions in war-torn 
Spain after reading the up-to-the-minute picture presentation, “Spain Is 
Starving,” by Ernst Toller. 

Note how interesting and alive Drew Pearson and Robert S. Allen’s 
intimate essays of Washington life become in LOOK’s picture language 
—"“The G.O.P. Nominee in 1940” is a good example. 

Can you doubt the appeal of the inimitable Henry McLemore’s story, 
“Sucker’s Paradise: Santa Anita” for America’s sport fans? 


* Latest issue on which complete circulation figures are available. 


Does America prefer the occasional wrong doings of 
self regulation to the greater wrong of government 
(LOOK, February 14th.) 


censorship of radio? 


\*s 


ernst Toller, 


(LOOK, February 14th.) 


SPAIN IS STARVING 


author, eye-witnesses conditions in 
war-torn Spain, where children are on a milk-less 
diet, and a nation lives on bean and lentil soup. 


THE G.0.P. NOMINEE IN 1940 


By Drew Pearson and Robert S. Allen. A stable of 
Republicans warms up for a chance to succeed 
Roosevelt. Will the nominee be a Hoover Conserva- 
tive or a Landon Liberal? (LOOK, February 14th.) 


A BOY AND HIS DOG 


His mongrel dog was hurt by a hit-run car; the 
S.P.C.A. came to the rescue; in their Manhatte® 
hospital S.P.C.A. performed 19,911 operations 
pets last year. (LOOK, February 14th.) 
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New Jersey Builds 
Copy Theme on 
‘Bargain’ Appeal 


Trenton, Jan. 31.—New Jersey 
will be promoted this year as “the 
vacation bargain of the nation” in 
recreational advertising in maga- 
zines and newspapers placed by the 
New Jersey Council, it was re- 
vealed this week by R. C. Maddux, 
managing director. 

A magazine campaign from Feb- 
ruary until May will precede a 
eta drive to be inaugurated 
in late May or early June. First 
magazine copy appears in the 
February National Geographic. The 
rest of the schedule includes Ameri- 


can, Collier’s, The Instructor, The 
Saturday Evening Post, and Time. 

Magazine copy plays up the rec- 
reational advantages of New Jer- 
sey, and the accessibility of its re- 
sorts to the World’s Fair. Booklets 
on the state’s playgrounds and ho- 
tel facilities, with special induce- 
ments to fair visitors, are offered. 

The state’s hotel industry is co- 
operating in the Council’s effort to 
lure fair visitors to Jersey. The 
New Jersey Hotel Association has 
planned a supplemental campaign, 
to be financed by an assessment of 
50 cents per room. 

The newspaper campaign will 
run in major dailies within a 700- 
mile radius of the state. Since a 
Fortune survey revealed that 75 per 
cent of those who expect to visit 


the New York World’s Fair plan to 
make the trip during their vaca- 
tions, the advertising will be con- 
centrated during the time that most 
people are planning holiday trips. 

Governor A. Harry Moore, in his 
recent address to the state legisla- 
ture, declared that the campaign of 
the New Jersey Council has been 
productive of very gratifying re- 
sults. He appraised the state’s rec- 
reational business as a $175,000,000 
industry. 

Recreational advertising is han- 
dled by Federal Advertising 
Agency, New York. 


NEW ENGLAND SEEKS 

TO DRAW FAIR VISITORS 
Boston, Jan. 31.—The cooperation 

of national advertisers was solicited 


Dressed Girl Skiers,” all found in this same issue of LOOK? 

re | It doesn’t take much imagination to visualize how youngsters respond 
to the human interest story, “A Boy and His Dog.” 

In this one issue are pictures and highlights of nearly 100 personalities 

the American family is interested in now. 


this week by the New England 
Council in an effort to draw some 
of the New York Fair travelers to 
this section as part of their vaca- 
tions. The Council has adopted an 
official symbol which national ad- 
vertisers are being asked to include 
in their copy. 

The same emblem will be repro- 
duced as a sticker stamp to be 
pasted on all outgoing mail, and as 
an automobile sticker for New 
Englanders to use to help promote 
New England’s Fair participation. 

The official symbol is an illustra- 
tion of the New England exhibit 
which represents a $200,000 invest- 
ment by New Hampshire, Vermont, 
Massachusetts, Rhode Island and 
Connecticut. 


YANKEE APPEAL 


mm S. 


VACATION IN NEW ENGLAND 


E W 


NEW ENCIAND 


AT THE NEW YORK 
WORLD'S FAIR and, 


What woman is not interested in picture articles like, “How Smart Are 
You About Shopping For Accessories?”, ‘““New Glass Furniture” or “Best 


Any analysis of LOOK can lead to just one conclusion. LOOK gives 
America information, education and entertainment in a form the entire 


; family likes and enjoys. 
LOOK secures and maintains its circulation on the basis of reader 
; interest alone. LOOK’s reader audience is one of the most valuable and 
, responsive circulations an advertiser can buy. 
Where can you match LOOK’s voluntary, responsive audience— 
' LOOK’s whole family, cover-to-cover readership—LOOK’s higher visi- 
bility for advertising at rates near LOOK’s page rate of $3,500?** 
** 13 time page rate 
i 
SHOPPING FOR ACCESSORIES 
re A *ssories are nearly as important to the well- 
“ ; er med woman as the clothes she wears them with; 


ruary 14th.) 


shopping tips for women buyers. 


(LOOK, 


LOOK’S ADVERTISERS 


Unstarred have appeared through Feb. 14, 1939 issue 


AUTOMOBILES 

Chevrolet 

Covered Wagon ‘Traile: 
Dodge 

Plymouth 
AUTO ACCESSORIES 

A. C. Spark Plug 

Crosley Auto Radio 
Goodrich Tires 

Prestone 

‘Texaco Gasoline 

Elec. Auto Lite Spark Plugs 
BUSINESS PROPOSITIONS 
Ame ric an Products 

Brown Bobby Co 

( harterock Corp 

G. M. Hardt Co. 
Merchandisers, Ine. 

lax Sales Service 
CLOTHING—MEN 

Botany ‘Ties 

Mark Twain Shirts 

Paris Belts 

Paris Guards 

Paris Garters 

Paris Suspenders 

Rosecliff Quaker Shirts 

Tru Val Shirts 
CLOTHING—WOMEN 
Berland Shoes 

D. Boyd Pajama Suits 
Hickory Lastex Foundations 
Hickory Sanitary Belts 
Moran Shoes 
ELECTRIC EQUIP.—Household 
Crosley Shelvador Refrigerator 
Empire Pants Presser 
Health Ray Lamps 
*Wrestinghouse Lamps 
FINANCIAL 

Commercial Credit Co. 
FOODS 

Fleischmann's Yeast 
Hawaiian Pineapple 

ello 

Karo Svrup 

Knox Gelatine 

Kraft Phenix Cheese 

Libby, McNeill, Libby Baby Food 
Lipton’s Tea 

Ovaltine 
*Ralston Purina 

Sunkist Oranges 
FOOD— Confections 

Adams Clove Gum 
Beech-Nut Gum 

Beeman's Gum 

Clark Bros. Teaberry Gum 
Curtiss Baby Ruth 

Dentyne Gum 

Life Savers 
HOUSEHOLD EQUIP—House 

Furnishings 

E-Z Roll Bar 

Hi-Ball Glasses 

Holmes & Edwards Silverware 
Pina-Ty-Rak 


Wm. Rogers Silverware 
Samson Card Table 

R. Wallace & Sons Silverware 
HOUSEHOLD EQt IP—Kitchen 


Supplies 

Fels Naptha Soap 

Ivory Soap 

Kalamazoo Stoves and Furnaces 

Oxydol 

JEWELRY, CLOCKS, 
WATCHES 

Gemex Watch Bands 

Gruen Watch Co. 

Ingersoll Waterbury Watches 

Rex Photo Ring 

MEDICAL 

Asthmador 

Band Aid 

Bayer Aspirin 

Blue Jay Corn Plaster 

Bromo behes er 

Carter's Little Liver Pills 


Fairyfoot Products 

Feenamint 

Freezone 

Gore Products 

Grove Pazo Ointment 

Listerine Antiseptic 

Luden’s Cough Drops 

Mentholatum 

Muste role 

Northwestern Yeast Foam 
I ablets 

Noxacorn 

Pe psodent Antise ptic 

Piso 

Sal Hepatica 

Scholl Solvex & Zino Pads 

Siroil Psoriasis Treatment 

Smith Bros. Cough Drops 

Vicks Va-tro-nol 

Vick's Cough Drops 


MISCELLANEOUS 
Audiphone Hearing Device 
Chicago Wheel Hand Drill! 
Christy Pocket Knife 
Photo Finishing Shop 
Ray's Photo Service 

3-in-1 Oil 
OFFICE EQU IPMENT 
Carter's Ink 

Parker's Quink 

Remington Rand Typewriters 
Royal Typewriters 

Smith Corona Typewriters 
OPTIC aa GOODS and 

CAMERAS 

American Spectacle Co. 
Argus Camera 

Bass Camera 

Central Camera 

Falcon Camera 

U hiv ex Cameras 


Sergeant’ s Dog Remedies 
PUBLISHERS 

American Mercury 
Doubleday Dollar ‘Rook Club 
Funk & Wagnalls English 
Haldeman- Julius 

*Literary Guild 

Simon & Schuster 

World Syndicate 
RADIOS 

Midwest Radios 
SCHOOLS—Correspondence 
American School of Law 
Sherwin Cody Sch. of English 
Franklin Institute 

Inst. of Applied Science 
Int'l. Corres. School 
LaSalle Extension Univ. 
National Radio Inst. 
National School Meat Cutting 
N. Y. Inst. Photography 
Washington School of Art 
SMOKING MATERIALS 
Camel Cigarettes 
Chesterfield Cigarettes 

Kool Cigarettes 

Lucky Strike Cigarettes 

Old Gold Cigarettes 
Prince Albert Tobacco 
Westminster Pipe 

Yellow Bole Pipe 

Zeus Cigarette Holder 
SPORTING GOODS and 

ENTERTAINMENT 

Benjamin Air Rifle 

Flexible Flyer Sleds 

Gilbert Erector Sets 
Holgate Brothers Toys 
M.G.M. (Loew's Inc.) 
Paramount Pictures 

R.2 O. Radio Pictures, Inc. 
Roca-Ola Motor Scooter 
Twentieth Century Fox Film 
Universal Pictures 

United Artists 

Warner Bros. 

POILET GOODS 

American Safety Razor 
Arrid 

Baby Touch Hair Remover 
Barbasol 

Blondex Shampoo 
Brownatone 

Colgate Rapid Shave Cream 
Double Duty Tooth Brush 
Eye Gene 

Gillette Blue Blades 

Glover Mange Remedy 
Mary T. Goldman Hair Restorer 
Hinds Honey & Almond Cream 
Ipana Tooth Paste 

lodent Tooth Paste 
Jergen's Lotion 

Kleenex Tissues 

Kreml! Hair Tonic 

LaCross Nail Polish 

Linit 

Listerine Tooth Paste 
Listerine Shaving Cream 
Mme. Louise Beauty Clinic 
Marchand’s Golden Hair Wash 
Maybelline 

Mennen Shave Kit 
Mercolized Wax 
*Nestle-LeMur Colorinse 
Othine Freckle Cream 
Packard Lektro Shaver 
Pebeco Tooth Powder 
Remington Rand Shaver 
Schick Injector Razor 
Tampax 

Tangee Cosmetics 

Vitalis Hair Tonic 

Dr. West Tooth Brush 
Wildroot Hair Tonic 
Worcester Salt Tooth Paste 
TRAVEL 

Cc. R. 1. & P. Ry. 
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By this official symbol, the New England 

Council reminds potential Fair visitors 

that the New England exhibits at the 

New York Fair are but a sample of the 

pleasures awaiting the tourist in the 
Yankee states. 


Model Food Act 
Wins O. K. of 
State Officials 


Louisville, Ky., Feb. 1.—Provid- 
ing for state rather than federal in- 
spection, a uniform food, drug and 
cosmetic act has been adopted by 
the Association of Food and Drug 
Officials of the United States, made 
up of national, state and local en- 
forcement officers. Copies may be 
obtained from the acting secretary, 
Mrs. F. C. Dugan, director of the 
bureau of foods, drugs and hotels, 


Kentucky Department of Health, 
Louisville. 
Endorsement of the bill, other- 


wise following the pattern of the 
national act, represents a victory for 
manufacturers doing an interstate 
business. Many feared that their 
marketing task would be compli- 
cated by state laws varying in im- 
portant particulars from the na- 
tional act. 

The state inspection feature rep- 
resents the attitude of the United 
States Department of Agriculture, 
which feels that policing is most 
effectively handled in the area 
where the product originates. The 
Department steps in only when this 
local or state supervision fails. 

Whether or not the bill will be 
passed without change by state leg- 
islatures is still to be determined. 
In the past, Pennsylvania and Min- 
nesota departed from the spirit of 
the national law, which held that 
coal tar colors were not objection- 
able per se. Both states barred 
these dyes. 


YMCA Offers Radio 


Central Y. M. C. A. College, Chi- 
cago, is offering a new evening 
course in radio for the spring se- 
mester opening Feb. 6. The course 
covers methods of determining the 
radio audience, building and selling 
the program, and how to relate ra- 
dio advertising to the complete 
‘ampaign. 


The MODERN Way to Insure 
More Effective Sales Presenta- 
tion— 


MARKET RESEARCH 
AND ANALYSIS 


By LYNDON O. BROWN 


A™ you using the strongest appeals 
in your advertising? Is your prod- 
uct priced at the maximum profit point? 
Work out best possible answers to your 
marketing questions quickly and de 
pendably with the aid of low-cost meth- 
ods demonstrated in workable detail in 
this book by the Director of Merchan- 
dising and Research, Lord & Thomas. 

Shows you what makes for dollars- 
and-cents success in your advertising 
plans; how to build sound business poli- 


cies that actually produce $4 00 


more sales .. 
[aneenene Mall This fon =-sese282 
THE RONALD PRESS COMPANY 
Dept. 306, 15 E. 26th St., 

New York, N. Y 

Send me MARKET RESEARCH AND 
ANALYSIS. In 5 days I will send 
$4.00, plus delivery, or return the book. 


Name 


(please prin t) 


Bus. Address 
City . 
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The War Scare Is Passing 


The sharp rebound recorded by 
the stock markets following the ad- 
dress of Adolph Hitler January 30 
indicated how anxiously the world 
had been awaiting his significant 
statement of Nazi policy. There is 
no doubt that much of the uneasi- 
ness felt over the European situ- 
ation had communicated itself to 
business men in this country. Their 
sentiment had affected the security 
markets, and the slide of values on 
the exchanges had emphasized the 
danger of another period of tension 
comparable to the Czechoslovakian 
crisis of last September. 

The moderate tone of Hitler’s ad- 
dress, and his conciliatory attitude 
toward Great Britain and France, 
especially as to his plans for re- 
covery of Germany’s lost colonies, 
combined to create a feeling of re- 
lief. Expert observers felt that his 
speech eliminated any reason for 
fears of European trouble in the 
immediate future, at least. Hence 
on both sides of the water the re- 
action was highly favorable, as evi- 
denced by rising prices of securi- 
ties. 

American business men have per- 
haps been too prone to worry over 
war rumors from abroad, though it 
must be admitted that European 


crises always have a_ disturbing 


effect here for a time. Now, with 
this danger factor out of the way, 
they can concentrate on the job of 
making and selling goods, and of 
putting to work the merchandising 
machinery which had been running 
at a slower pace because of the 
feelings of uncertainty shared by 
leaders of business and industry. 

There is every reason why 1939 
should be a good year for the 
United States. All of the basic ele- 
ments for prosperity are present, 
and if confidence is developed in 
the degree justified by the domestic 
outlook, business can do a real job 
in creating the volume of produc- 
tion and distribution which the 
well-being of our people requires. 
Confidence in the future of business 
and of America is the only thing 
needed to get the economic machine 
rolling again on a basis which will 
increase production, employment 
and consumption to a satisfactory 
level. 

No one can remain indifferent to 
the dangers to America of conflicts 
in other parts of the world, but 
American business is in an ideal 
position to attend to its knitting. 
Concentration on our own immedi- 
ate problems is the best prescription 
that any economic doctor can give 
us right now. 


The Independents’ New Program 


The development of a national 
campaign to build greater public 
support for the independent retail 
merchant, as reported in the Janu- 
uary 30 issue of ADVERTISING AGE, 
marks a significant change of pol- 
icy on the part of those who are 
fighting to maintain a strong posi- 
tion for the individual merchant in 
his competition with chains and 
other large retailing enterprises. 

The campaign, while designed to 
protect the independent from the 
inroads of the chains, will be dif- 
ferent from anything proposed 
heretofore, in that no direct attacks 
will be made on the chain stores. 
The plan, as outlined by a spokes- 
man for the independents, will be 
to tell the story of the individual 
retailer rather than to try to tear 
down his competitors. 

It seems to us that this is a much 
better approach than the one which 
has been followed in recent years, 
when the program included restric- 
tive legislation aimed at the chains, 
rather than any increased public 
recognition and support of the in- 
dependents. The latter 
story of community 


have a 
development 


which appeals to a great many peo- 
ple, whereas the effort to hamper 
competitors through legislative en- 
actment inevitably alienates the 
good-will of important consumers. 

The presentation of the “Trade 
Independent” program during the 
canners’ convention and meetings 
of other allied groups in Chicago 
demonstrated that the leaders of 
the independent merchants have 
realized that regardless of legisla- 
tion, they must succeed on their 
own merits, and must prove to the 
public that they are performing a 
valuable and indispensable service 
in the distribution of goods. 

That they have a sound argument 
is evidenced by the fact that inde- 
pendent grocers, for instance, are 
doing 61 per cent of the business 
in that field. The public appreci- 
ates certain advantages offered by 
the chains, but apparently the 
majority of consumers prefer the ex- 
tra services which they can obtain 
only through independent stores. 

The public will welcome the 
change of attitude indicated by the 


new campaign to “Trade Independ- 
| ent.” 
| 


NEW TREATMENT OF AN OLD PRODUCT 


American Magazine 


"I'm puttin’ antifreeze in the well, Paw.” 


‘Ad-li 


Short and Sweet 

The Columbus Better Business 
Association has taken up the cudgels 
in opposition to chain stores, pub- 


“GONE WITH THE 


——— oat a Se ce 


lishing the very pointed advertise- 
ment shown here in local papers the 
other day. The advertisement oc- 
cupied 840 lines, and the only copy 
you can’t read on the reproduction 
is the 8 pt. line at the bottom that 
says, “Paid Advertisement—Spon- 
sored by the Better Business Asso- 
ciation.” 


Consumer Education 

The Women’s Advertising Club of 
Chicago held its first Consumer 
Conference last week, an all-day 
meeting and exposition to which 
women’s clubs and organizations 
were invited to visit educational ex- 
hibits and to listen to talks on con- 
sumer problems. 

The club did a magnificent job 
with this first program, one that 
augurs well for additional such pro- 
jects in the future. Twenty or more 
manufacturers, service organizations 
and associations put up displays and 
dispensed information for the bene- 
fit of consumers who ranged from 
girls of high school age to elderly 
matrons apparently having difficulty 
in getting about. 

To one attending this experiment 
in cooperative consumer education, 
two impressions stood out: 

First, that women are almost pa- 
thetically eager to learn things that 
will help them be better consumers, 
and are willing to grasp any oppor- 
tunity to increase their store of 
knowledge. This was clearly evi- 
denced by the fact that the doors of 
the exhibit had scarcely opened at 
10 in the morning before the stream 
of visitors began to pour in in quan- 
tities which warmed the hearts of 
the sponsors, although Chicago was 
still suffering from the results 
of one of the most severe blizzards 
in its history. 

Second, that consumers generally 
have no inherent antipathy either to 
business, big or little, or to nation- 
ally advertised and branded mer- 
chandise. Representative of wo- 
men’s group after women’s group 
| reiterated, in formal speeches and in 


bbing 
informal conversation, that women 
are eager to work with business in 
solving their problems of consump- 
tion, if only business will extend a 
cooperative hand to consumers. De- 
spite all the recent shouting, women 
generally seem to recognize a mu- 
tuality of interests between con- 
sumers and producers which too few 
producers are using to the greatest 
possible advantage. 

Two other thoughts struck us as 
we listened to the speeches at the 
luncheon and evening meetings, and 
wandered through the exhibits. One 
is that business has not yet de- 
veloped enough good exhibits and 
material actually giving worth- 
while buying information instead 
of merely extolling the merits of 
Soanso’s soap or clothes or furni- 
ture. This was apparent from the 
exhibits, where one or two satisfied 
our requirements for interesting 
and valuable buying data, but 
where most of the exhibits had too 
much of the product publicity at- 
mosphere. 


Another thought which struck us 
was that ultimately these consumer 
|education efforts will have to reach 
‘further down into the consumer 
strata, getting a message across to 
{the ordinary lady who doesn’t hap- 
|}pen to be a clubwoman or a civic 
leader, as well as to those women 
|who are in the upper levels of con- 
|sumer society. 

'To Aid Goudy 


| 

Printing, 41 Park Row, New 
York, has begun collection of a fund 
to help Frederic W. Goudy, gen- 
erally considered the greatest liv- 
ing type designer, following the fire 
Jan. 26 which destroyed his shop, 
housed in a 150-year-old mill at 
Marlboro-on-Hudson, New York. 
The magazine is calling upon the 
entire graphic arts industry for con- 
tributions to aid the man “who has 
contributed more to the progress of 
the industry than any other man of 
his time.’’ Checks should be made 
vayable to Mr. Goudy and mailed 
to the magazine. They will prob- 
ably be turned over to the type de- 
signer to do with as he sees fit on 
his 74th birthday, which falls on 
Aarch 8, 

We don’t know whether Mr. 
Goudy needs this assistance or not, 
but no one will argue against the 
proposition that the graphic arts 
field owes him whatever assistance 
he may need or want. But no mat- 
ter how big the total of contribu- 
tions, they will not replace the most 
valuable material lost in the disas- 
trous fire—more than 75 of the orig- 
inal type designs and matrices of 
107 of the type faces which he cre- 
ated. The fire also destroyed the 
precision instruments used in de- 
signing his faces, all the original 
type and the patterns for re-cast- 
ing, and the press on which the 
great English printer, William Mor- 
ris, produced the Kelmscott Chau- 
cer. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1459. Newsprint That’s News. 


Coy, Hunt & Co., U. S. distributor, 
has issued this brochure, which de- 
scribes the characteristics of Price 
Brothers’ newsprint, manufactured 
by the Minton vacuum drier proc- 
ess. Details of the process are given, 
with color illustrations, photographs 
and crayor sketches showing the 
printing results obtained with use 
of the paper. 


No. 1460. Shipbuilding at Peace- 
Time High. 

For the third consecutive year the 
shipbuilding industry has set a new 
record in volume of vessel tonnage 
under construction, according to this 
bulletin issued by Marine Engineer- 
ing and Shipping Review. Statistics 
on the 1938 output are given, with 
a list of merchant and naval ship 
construction under way on Jan. 1, 
1939, by number, types and tonnage. 


No. 1461. It’s Check-Up Time. 


In this brochure The Saturday 
Evening Post presents itself for a 
physical examination and _ invites 
the reader to be the doctor. Its 
editorial content, circulation, read- 
er-interest, and promotional activi- 
ties undergo a thorough check-up. 


No. 1454. Type-of-Farming Areas 
in Manitoba, Saskatchewan and 
Alberta. 

The Country Guide and Nor’-West 

Farmer has issued these data sheets 


containing information from _ the 
Dominion Bureau of Statistics. 
Maps and tabulations show the 


type-of-farming classes and areas, 
average size of farm, distribution 
and number of livestock, average 
expenses and values of farm prod- 
ucts, etc. 


No. 1440. Speedy-Q Sound Effect 
Records. 


Charles Miche'son has issued this 
catalog of Speedy-Q sound effect 
recordings, which lists just about 
everything from the peaceful sound 
of linnets and meadowlarks and low 
tide at night to cannon, rifles, pis- 
tols, ricochet bullets and roaring 
lions. The advantages of the split 
second cues, the cost and other de- 
tails about the records are given. 


No. 1449. A Report of True Story 
Magazine’s Male Readership. 


True Story Magazine has issued 
this study compiled from Starch fig- 
ures as a supplement to data in the 
Consumer Magazine Report for the 
12 months ending June 30, 1938. 
This new report contains perfo- 
rated, transparent overlay pages 
which may be placed over corre- 
sponding figures in the current 
Starch report to show the corrected 
picture of reading habits of men 
in wage-earner families. 


No. 1450. Rotogravure is in the 
Spotlight. 


This brochure, issued by Kimber- 
ly-Clark Corporation, contains some 
helpful information on the prepara- 
tion of rotogravure copy, with ex- 
amples of type, photographs and 
color, and case studies of a number 
of successful rotogravure advertis- 
ers. It also provides figures 0D 
newspaper readership based on Gal- 
lup reports, showing the extent of 
the rotogravure section’s audience. 


No. 1451. WIRE Market Statistics. 


This folder, issued by Radio Sta- 
tion WIRE, Indianapolis, provides 4 
coverage map and tabulations, bY 
counties, of population, retail sales 
and radio homes within the stations 
0.5 and 0.25 millivolt areas. An out- 
line of programs is included. 
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The Little King Makes Good 


\ 


EXCELLO SOUP 
DELICIOUS 
WADE IN US 
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DIRECTORS SAD 
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"EXCELLO” NOT MOVING 


SESE 


SALES NOT IMPROVING 


THE LITTLE KING 
SAYS PUCK'S THE THING 


THE ALL-STAR CAST 
SELLS FAMILIES FAST 
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SHOPPERS CRUSH 
IN BUYING RUSH 
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SOUP SALES SOARED 
LITTLE KING ON BOARD 


THE BETTER THE SHOW — 
THE BETTER THE AUDIENCE 
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FOUNDED 1876 


Comic WEEKLY 


SUNDAY NEWSPAPERS 
959 Eighth Avenue, New York + Palmolive Building, Chicago 
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Copr. 1939, King Features Syndicate, Inc., World mghts reserved. 
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ENTERTAINMENT HAS BECOME ONE 
OF TODAYS MOST EFFECTIVE SELLING 
TOOLS. THE BETTER THE ENTERTAINMENT, 
THE LARGER THE AUDIENCE AND 
THE GREATER THE SALES. 

PUCK-THE COMIC WEEKLY HAS AN 
ALL-STAR CAST OF OLD AND NEW 
FAVORITES. EVERY WEEK THEY 
ENTERTAIN ELEVEN MILLION ADULTS 
AND SIX MILLION JUVENILES IN 


— ES FROM COAST TO COAST. 


THEY OFFER THE ADVERTISER A 
GREAT ENTERTAINMENT MEDIUM 
WITH NO TALENT COST. YET 
PUCK - THE COMIC WEEKLY COVERS 
THIS GREAT WHOLE-FAMILY MARKET 
ATA LOWER COST PER READER THAN 
ANY GENERAL MAGAZINE. 

WE WILL BE GLAD TO SHOW YOU HOW 
YOUR PRODUCT STORY CAN BE PRESENTED 
IN THE VISUAL ACTION TECHNIQUE 
OF PUCK-THE COMIC WEEKLY. 
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Outdoor Group 
Opens Fight on 
Legislative Threat 


Albany, N. Y., Feb. 2.—A bristling 
battle over legislation against out- 
door signs in New York State 
loomed this week as the organized 
outdoor advertising industry began 
taking steps to prevent the enact- 
ment of several restrictive bills now 
before the legislature. 

The case for the outdoor industry 
is contained in a booklet printed by 
the Outdoor Advertising Associa- 
tion of New York State, which will 
be ready for distribution within a 
few days. The industry is also cir- 


culating petitions among taxpayers, 
protesting against “singling out out- 
door advertising for discriminatory 
legislation.” 

In its presentation, “The True 
Facts About Outdoor Advertising in 
New York State,” the Association 
decalres that “any legislation of a 
prohibitory or confiscatory or dis- 
criminatory nature would adversely 
affect” real estate owners, thousands 
of employes dependent upon the 
yutdoor poster industry, investors, 
local merchants, and national ad- 
vertisers. 


Constructive Policy Cited 


The state association meets one 
»f the prime arguments of the oppo- 
sition by pointing out that the pub- 


lic policy of the Outdoor Advertis- 
ing Association of America specific- 
ally forbids the placing of any 
standardized outdoor advertising 
structure in any location that inter- 
feres with the view of natural scenic 
beauty spots. 

Another point emphasized is that 
the outdoor industry was one of the 
first media to set up a rigid cen- 
sorship of copy, that advertising of 
proprietary medicines is forbidden, 
and that standards of artistic design 
have been raised to a high level by 
enlisting the services of some of the 
best-known artists in the country. 

The association insists that the 
industry has not evaded its social 
responsibility, and stands ready “to 
suppor. the passage of any non-dis- 


criminatory legislation of a regula- 
tory sort.” It is also claimed that 
outdoor signs have never been listed 
in a single instance as a contribut- 
ing cause of a highway accident. 


Conclusion of Message 


The message concludes: “A voci- 
ferous, persistent, well-organized 
minority group intends to impose its 
will on the outdoor advertising busi- 
ness through legislation, despite the 
thousands of widely diversified 
equities that would be adversely 
affected. Do you wish to help this 
group legislate thousands of wage 
earners out of jobs? If not, act.” 

The booklet is signed by J. M. 
Richards, president of the state as- 
sociation, and P. J. Dunn, secretary. 


FROM EASTPORT TO SANDY HOOK... 
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CANVAS 


ETAIL sales, savings banks deposits, indus- 
trial payrolls — every index shows New 
England matching the upward trend of other 
leading markets of the country. 
To pull maximum volume from this territory, 
you want all sails set — a local station in every 


key spot giving you a direct pull from every 


quarter. 


The Yankee Network's 16 stations assure this 
pulling power. Each station is situated in the urban 
shopping center of a prosperous major market 
region. Pulling together, they provide the most 
complete radio coverage of this widely-spread, 
intensely active industrial area, including all cities 
of 100,000 population or over, and the many 


in-between cities and towns. 


Buy the whole network. 


EDWARD PETRY 


Exclusive National 


Sales 


ON 


& CO., INC. 


Representative 


WNAC Boston 
WTIC Hartford 
WEAN Providence 
WTAG Worcester 


WICC | Bridgeport 


(New Haven 
WNLC New London 
WCSH Portland 
WLBZ Bangor 


WFEA Manchester 
WSAR Fall River 
WNBH_ New Bedford 
WHAI Greenfield 


WLLH j Lowell 


Lawrence 
WLNH Laconia 
WRDO Augusta 


Lewiston 
WCOU Auburn 


Patman Unleashes 
New Offensive in 
War on Chains 


Charges Conspiracy 
with Large Insurance 
Companies 


Washington, D. C., Feb. 2.—Rep- 
resentative Wright Patman indi- 
cated today that he has little hope 
that the House Ways and Means 
Committee will grant him hearings 
on H. R. 1, the anti-chain store tax 
bill. In view of the almost insur- 
mountable obstacles which face the 
bill in the committee, where senti- 
ment is decidedly hostile to the bil] 
at this time, the Texas Congressman 
intends to devote his time to further 
publicizing his position. 

The first move along these lines 
is a debate regarding the merits 
of his bill with Representative 
Emanuel Celler of New York, long 
an outspoken foe of the Patman 
measure. The debate is sched- 
uled for Feb. 5, under the auspices 
of the American Forum of the Air. 
In advance of the radio presenta- 
tion, Mr. Patman promised he 
would introduce a new note into his 
attack on the chains. He charged 
that a conspiracy exists between 
large insurance companies and the 
large chains for the building of 
chain outlets in small towns the 
country over. It is his position that 
mortgage money is being made 
available by insurance companies 
for the construction of buildings in 
which chain stores will be set up to 
monopolize completely the retail 
sales of food and other commodities 
in towns of small population. 


Will Press Charges 


He plans to bring this situation to 
the attention of the Temporary Na- 
tional Economic Committee and will 
endeavor to get the Securities and 
Exchange Commission interested in 
the situation as part of that body’s 
forthcoming investigation of the 
financial practices of large insur- 
ance companies. 

Inasmuch as the SEC will delve 
into the question of how large in- 
surance companies invest their 
money and what relation there is 
between the investments and hold- 
ings and the control of other indus- 
tries, he may get a hearing. 

The Congressman also said today 
that a need exists for legislation de- 
signed to divorce the three main 
channels of communication—radio, 
newspaper, and newsreel — from 
common ownership, where such in- 
terlocking exists. Asked whether 
he planned to introduce such legis- 
lation, he said he probably would 
not this session. He stated that the 
battle for consideration of H. R. 1 
would take all his available time 
but that it would not be difficult to 
find a sponsor for the communica- 
tions legislation 


— Advertisement — 
Legionnaire Market Shown 
As High in Buying Power 


Whether your impression of the Amer 
ican Legion market is that of an adver 
tiser in the magazine, an observer of Legion 
activities in local communities, or merely 
that of a parade-watcher, it is probable that 
the recently published market study, “Buy 
ing Power Facts,” will greatly enlarge that 
impression. Through Ross Federal personal 
interview investigation of 2.791 AMERICAN 
LEGION MAGAZINE subscribers, tn 115 
cities and towns, an imposing picture of 
above-average buying power is presented 
According to the study. 36.55% of Legion 
naires own 58.62% 
more are gainfully employed, and only 
4.83% are retired or unemployed. Wht 
this means in terms of family life, income. 
home ownership, and the possession 
automobiles. radios, vacuum cleaners 
burners, and similar evidences of materi! 
prosperity is shown in admirable grap! and 
statistical form—quickly read and analyzeé 
Comparisons, with details of ownership. 9** 
of properties owned, etc., combine to creat 
a most favorable standing for the 968.0% 
subscribers, and the 2,366,158 other fami!) 
members of the field. Copies of the stud) 
available on request to Frederick L. ™* 
guire, American Legion Magazine, 9 Rock 
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feller Plaza, New York, N. Y. 
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Fifteen solid pages of advertis- 
ers’ names! That is what the 
list of 24,523 advertisers using 
The Christian Science Monitor 


in one year would make if their 


names were set in 8-point-base 
type, one column line to cach 


name, in this fashion: 


AAA Home Insulation Co. of N. H. 
Abbott Manufacturing Co. 


A) 
‘ 
) 
* 


) 
\ 
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¥ 
ke 


Awe te Coen” ABC Janitor Supplies, Inc. 
CAD sires, ABC Fireproof Warehouses 
BABeee Abington Apartments 


‘ \ . 
< SY 


This total of 24,523 advertisers 
in One year is not a mushroom. 
For ten years the Monitor has 
been a chosen medium for more 


Lo : of than 20,000 advertisers. And 


THE CHRISTIAN SCIENCE MONITOR 


these advertisers are business 
men. They spend a portion of 
their advertising appropriations 
for space in The Christian Sci- 
ence Monitor because it is good 
business for them to do so. 
They have learned that adver- 
tising in the Monitor produces 
results that can be definitely 
measured. 


If you are concerned with the 
advertising of a meritorious 
product or service, the Monitor 
offers you something unique. 
Let us give you the complete 


story. 


“ADail y Newspaper for All the Family — 


Published by The Christian Science Publishing Society, Boston, Massachusetts 


; i ‘ - OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St, Louis, Kansas City, San Francisco, 
New: York Office: 500 Fifth Avenue Los Angeles, Seattle . . . London, Paris, Geneva | 
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February 6, 1939 


Jell-O Program 
Voted Favorite of 
Radio Editors 


Jack Benny Popularity 


Holds; Chase & San- 
born Edgar and Charlie 
Next 


New York, Jan. 30.—Jack Benny 
not only retained his ranking of 
outstanding radio personality during 
1938, but carried the Jell-O program 
from second to first place, according 
to the annual Radio Daily poll 
among radio editors and writers. The 
Chase & Sanborn program, first the 
previous year in the opinion of the 
editors, fell to the second spot va- 
cated by Jell-O. Edgar Bergen and 
his friend, Charley McCarthy, are 
subordinated only to Benny in the 
regard of the critics. 

The Jell-O program received 506 
votes out of a possible 980, while 
Jack Benny ran ahead of this rat- 
ing, with 534 votes. Bergen also 
received more votes than his pro- 
gram. Both features appear on the 
NBC Red network. Young & Rubi- 
cam is the Jell-O agency, while J. 
Walter Thompson Company handles 
the Chase & Sanborn account. 

Other programs ranked in the 
following order: Kraft-Phenix 
Cheese Corporation’s ‘Music Hall,” 
3ristol-Myers Company’s “Town 
Hall Tonight,” Canada Dry’s “In- 
formation Please,’ Lever Brothers’ 
“Lux Radio Theater,” Standard 
Brands’ “Variety Hour,” Ford Motor 


Company’s Sunday evening hour, 
American Tobacco Company’s “Kay 
Kyser’s College,’ and General 
Foods Corporation’s “Good News of 
1939.” 


Newcomers Popular 


Bing Crosby and Fred Allen, 


stars respectively of the Kraft- 
Phenix and_ Bristol-Myers pro- 
grams, ranked third and fourth in 


personalities, according to the edi- 
tors’ vote, while Bob Hope, heading 
the Pepsodent Company’s air show, 
took fifth place. Bob Benchley. 
working for Old Gold over CBS 
was sixth. The list was completed 
by Kate Smith, working for Gen- 
eral Foods Corporation; Fanny 
Brice, of the Maxwell House coffee 
program; Orson Welles, for Camp- 
bell Soup Company, and Rudy Val- 
lee, of Standard Brands. 

The NBC symphony and New York 
Philharmonic took first honors in 
their specialized field, the Ford 
symphony being the first sponsored 
symphony to gain recognition. The 
Firestone symphony was fifth, and 
Cities Service, seventh. 

H. V. Kaltenborn, working on 
CBS for General Mills, was re- 
garded as the leading commentator, 
and Edwin C. Hill, appearing on the 
Campbell Soup program, was sec- 
ond. Lowell Thomas, of Sun Oil’s 
entertainment, was third. 


Ted Husing, of CBS, is the lead- 
ing sports commentator, in the 
opinion of the voters, with Bill 
Stern, of NBC, second. Clem Mc- 


Carthy held third place, followed 
by Paul Douglas, who works on the 
Chesterfield program. 

Guy Lombardo, working on both 
NBC and CBS networks for Lady 
Esther Company, was called the 
most popular dance orchestra, with 
Tommy Dorsey, appearing for Ra- 
leigh and Kool cigarettes, second. 


“Hello, Nate Pumpian” (Henri, Hurst & McDonald 
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Va. Publishers 
Let Agency Chiefs 
Take the Stand 


Roanoke, Va., Jan. 31.—Agency 
executives and their respective 
viewpoints on newspaper advertis- 
ing were given major attention here 
last week at the State Press Asso- 
ciation convention, a meeting which 
was focused chiefly upon the need 
for better understanding between 
the two groups. 

Major speakers included H. H. 
Kynett, Aitkin-Kynett Company, 
Philadelphia, and C. B. Houck, 
president of the Houck Advertising 
Agency here. 


Mr. Kynett, again emphasizing 
the points which he has stressed to 
other publisher groups, said that 
advertising in general is under- 
going several changes in its adjust- 
ment to present day distribution 
techniques. These changes, he in- 
dicated, must be met with coopera- 
tive effort by the newspaper pub- 
lisher. 

“Primarily we believe newspaper 
advertising is basic,” he declared, 
“but there are some barriers to best 
accomplishment.” 


Must Prove Profitable 


Among these barriers, he said, is 
the fact that advertising must be 
made to pay if increased linage is 
to follow. Second, reasonable rates 
must be reached, with reader inter- 


est, visibility, and editorial content 
of the newspaper taken into con- 
sideration. Agencies, Mr. Kynett 
declared, must give increasing con- 
sideration to the natural rather than 
enforced circulation area. 

Merchandising, he added, too 
often leads into “deep water” and 
thus is not a satisfactory method for 
publishers to use in attempts to in- 
crease their linage. 

Several of the publishers took is- 
sue with Mr. Kynett on this point 
as did Mr. Houck, the other speaker 
from the agency ranks. The latter, 
expressing himself as thoroughly 
sold on newspapers as an advertis- 
ing medium, advocated publishers 
“giving agencies something extra” 
as an inducement to use more lin- 
age. He also urged that publishers 


increase their efforts toward lessen- 
ing the spread between national and 
local rates. 


Carmichael to WLW 


Cecil Carmichael has been ap- 
pointed director of press relations 
for Station WLW, Cincinnati, suc- 
ceeding J. N. Bailey, who is super- 
vising editor of WILW-WSAI news 
room. Mr. Carmichael was formerly 
with WKRC, Cincinnati CBS sta- 
tion. 


Smith to Cramer-Krasselt 


Arthur E. Smith has joined Cra- 
mer-Krasselt Company, Milwaukee 
agency. He was formerly with the 
appliance division of General Elec- 
tric Company. 


WHATS ALL THIS TALK ABOVT LOCAL VERSVS. 
REMOTE RECEPTION? HOW CAN YOV WEIGH 
THEIR EFFECT ON YOVR PROGRAM RATING ? 
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Agency Deal 
Figures in Charge 
Against U. S. Judge 


New York, Feb. 2.—The names of 
several advertisers and one well 
known agency played an important 
part in the charges filed this week 
against Judge Martin S. Manton of 
the U. S. Circuit Court of Appeals 
by District Attorney Thomas E. 
Dewey and in the subsequent resig- 
nation of the jurist. 

The district attorney asserted 
that the judge, or corporations 
owned or controlled by him, re- 
ceived more than $400,000 from 
parties interested in litigation in his 


court. The largest single item was 
a loan of $250,000 from Lord & 
Thomas, agency for American To- 
bacco Company. Outlining the back- 
ground of this transaction, Mr. 
Dewey said: 

“On May 3 and 4, 1932, the case 
of Richard Rogers vs. George W. 
Hill and the American Tobacco 
Company was argued in the circuit 
court of appeals for the second cir- 
cuit, Judge Manton presiding. Rog- 
ers, a stockholder, sued to recover 
for the corporation, bonuses of more 
than $10,000,000 allegedly paid il- 
legally by the American Tobacco 
Company to Hill and other officers. 


Agency Head Gives Loan 


“After the argument of the ap- 
peal, and while the decision was 


pending, on May 11, 1932, James J. 
Sullivan, Manton’s business partner, 
received a loan of $250,000 from 
Lord & Thomas, Inc., advertising 
agents for the American Tobacco 
Company. Sullivan gave Lord & 
Thomas his demand note for 
$250,000 and pledged as collateral 
15,604 shares of the common stock 
of the National Cellulose Corpora- 
tion. 

“The circumstances of the loan 
were as follows: Albert D. Lasker, 
president of Lord & Thomas, made 
the loan to Sullivan at the request 
of Paul Hahn, assistant to George 
W. Hill, president of the American 
Tobacco Company. Hahn arranged 
for the loan at the suggestion of 
Louis Levy, of the firm of Chad- 
bourne, Stanchfield & Levy, coun- 


= 


NBC has uncovered new facts about radio 
circulation that go straight to the point 
of how the transmission of your program 
affects its total audience. They distinguish 
between local (groundwave) reception and 
remote (partly skywave) reception, and 
measure the difference in terms of regular 
listening. Here is a new way to weigh net- 
work values that is as simple and direct 
as Archimedes’ famous weight test for the 
purity of gold in the king’s crown. 

You have seen many figures based on 
listening habits in those cities where lis- 
tener surveys are regularly made. Such in- 
formation, however, tells the story of only 
half the circulation. Now we have sur- 
veyed the other half of the radio audience. 
For the first time you may weigh your total 
network circulation, because—in addition 
to what you already know about big cities 
—this new NBC survey shows you com- 
parative network circulations in small 
towns, villages and rural areas. 


NBC RED network 


NATIONAL BROADCASTING COMPANY 


sel for the American Tobacco Com- 
pany and for Hill. 

“Out of the $250,000 loan, $232,- 
981.44 was paid out by James J. 
Sullivan for and on behalf of Judge 
Manton personally or for corpora- 
tions in which he had a controlling 
interest. The withdrawals from the 
Sullivan account for the benefit of 
the Manton corporations began on 
May 16, 1932. On June 13, 1932, 
the circuit court of appeals by a di- 
vided opinion, decided in favor of 
the defendants, Hill and the Ameri- 
can Tobacco Company. Judge Man- 
ton wrote the opinion for the ma- 
jority. No part of the $250,000 
advanced by Lord & Thomas has 
been repaid.” 

Other instances cited by Mr. 
Dewey involved Dictograph Prod- 


Equally direct is NBC’s new and simple plan 
for weighing the worth of radio circulation 


These new figures also show just why the 
NBC Red Network gives you more in- 
tensive nation-wide circulation than any 
other network. Any NBC representative 
will be glad to give you the full story. 


That 50% of all 
and rural 


Do You Know — 


rely on “remote service’ from 
major network stations? 


That there are 10,000,000 radio families 
in the “rural areas of remote reception “ ? 

That the habits and preferences of these 
10,000,000 families are not reflected in 
any studies of city listeners? 

That these listeners add a great plus 
value to Red Network circulation # 

That NBC's new survey tells the why and 
how of all these facts, and what they mean 
to you? Call NBC for the full story! 


U.S. radio homes—vurban 


A Radio Corporation of America Service 


HISTORIC POSTER 


NATIONAL LE 


THE” BETTER PENCIL 


Autopoint Company, Chicago, will cele- 
brate the February birthdays of Lincoln 
and Washington by featuring the Borg- 
lum sculptures of them on Mt. Rushmore 
in this new dealer display for its pencils. 
Ruthrauff & Ryan, Autopoint agency, is 
releasing the poster to dealers through- 
out the country. 


ucts Corporation and Warner Broth- 
ers Pictures, among others. 

Dictograph Products Corporation 
had been sued in U. S. district 
court, in 1936, by Schick Dry 
Shaver, Inc., for alleged patent in- 
fringement, in the manufacture of 
electric razors. The court decided 
in favor of Schick and Dictograph 
appealed. 

Mr. Dewey charged that between 
Dec. 19, 1936, and Jan. 28, 1937, 
advances totaling $52,000 were 
made to corporations owned or con- 
trolled by Judge Manton, by George 
M. Spector, “an insurance agent who 
was an associate and confidential 
agent of Archie M. Andrews.” The 
latter died last year but at the time 
specified he was head of Dictograph, 
and Progress Corporation, which 
marketed the Packard electric razor. 

“Following the payment of these 
sums to Judge Manton’s corpora- 
tions,” said Mr. Dewey, “the cir- 
cuit court of appeals on April 12, 
1937, announced its decision revers- 
ing the district court in the case of 
Schick Dry Shaver against Dicto- 
graph Products Corporation, the de- 
cision being in favor of the An- 
drews corporation by a divided 
court, Judge Manton voting the re- 
versal,” 

Mr. Lasker, retired president of 
Lord & Thomas, commenting on the 
Dewey charges, said: 

“Last September District Attor- 
ney Dewey’s office questioned me in 
fullest detail as to the Sullivan loan. 
At that time I gave them a complete 
statement of all the facts that I 
know. The complete record is 
there.” 

P. W. Andrews, president of Dic- 
tograph Products Corporation, said: 
“I am certain that no one connected 
with the manufacturing corporation 
knew anything about such pay- 
ments, if they were made.” He ex- 
plained that while he was the head 
of the company which manufac- 
tured the Packard razor, his late 
brother was in charge of Progress 
Corporation. 


Plan National Lead Drive 


National Lead Company, New 
York, will continue color advertis- 
ing in national magazines for Dutch 
Boy white lead in 1939. Farm 
papers and trade papers are also 
scheduled. The agency is Mar- 
schalk & Pratt, New York. 


Marshall Named 


Lee Mack Marshall has been ap- 
pointed advertising manager of 
Continental Baking Company, New 
York, succeeding Cedric Seaman, 
who has been named director of 
sales and advertising. 


HOUSE ORGANS AND BULLETINS 


Set them yourself and save 


Special paper for offset copy preparation permits easy 
alignment of right hand margin on any typewriter 
with only ONE TYPING. No retyping or caicula- 
tion. Used by leading concerns, schools, government 
departments for setting books, instructions, etc. 
Special introductory kit, containing all necessary 
tools, instructions and paper to learn entire process, 
sent postpaid for $1.50 check with order (or C.0.D. 
plus collection fee). Cost of kit rebated on follow- 
ing order. 
VOGELTYPE ALIGNING PAPER CORP. 
7 Ciaten St. Newark, N.). 
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Voice of the Advertiser 


1, This department is a reader's forum. 


Copy the Layman 
Can Understand 

To the Editor: For years every- 
body has wondered why published 
bank statements, by necessity, had 
to be so dry and uninteresting. 

Realizing that 99 out of every 100 
people could not understand what 
they said, even if they did read 
them, nevertheless banks have con- 
tinued to publish these dry, type 
statements. 

We think it has been our privi- 
lege to prepare one of the first, if 
not the first, bank statements that 
has appeal—and could be under- 
stood by John Doe. 

Ray M. THOMPSON, 

Thompson Advertising Agency, 

Youngstown, O. 


7, » F 


How One Advertiser 
Aided ‘March of Dimes’ 


To the Editor: Our client, the 
Columbia Brewing Company, is 
handling the announcement asking 
for support of President Roosevelt’s 
“March of Dimes” in a rather un- 
usual manner in its radio broad- 
casts, and we thought you might 
want to give it editorial mention. 

The brewery’s 23 programs on 
the air every week for its Alpen 
Brau Beer always open with the 
line: “Have a bottle of Alpen Brau 
Beer—it’s the tops!” However, Mark 
C. Steinberg, director of advertising, 
suggested the following line which 
is being used in place of the regu- 
lar opening: 

“Deprive yourself of one bottle of 
Alpen Brau Beer and send your 
dime to President Roosevelt for his 
birthday fund to fight infantile 
paralysis . you will enjoy the 
next bottle that much more.” 

This has caused a great deal of 
favorable comment in St. Louis. 

HAROLD W. MESBERG, 


Westheimer & Co., St. Louis. 
yr, 


Beer Campaign 
Coordinates Media 

To the Editor: This advertise- 
ment is one of a series that we are 
placing in the leading newspapers 
of southern California at the pres- 
ent time, with the thought that the 
idea back of this campaign might 
be of interest to your readers. The 
copy is running weekly, scheduled 
on Thursday or Friday, and appears 
in the sports sections. 

We are tying up with this pub- 
lication campaign a sports program 
over the Columbia station in this 
city, KNX — “Highlights in the 


co 


(nmivrios 


World of Sport,” by Tom Hanlon— 
being a brief sports review of hot 
port news. This is on the air Mon- 
day, Wednesday and Saturday eve- 
nings 

The entire campaign is concen- 
trated on the “Genuine” theme. It 
has been received unusually well by 
dealers in malt beverages, and judg- 
ng from a very satisfactory increase 
in ale sales, has struck a responsive 
note with the consumer. 

The various ads are tied in rather 
closely with current events in the 
sports world, appearing when there 


SIMPLE EXPLANATION 
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i SAVINGS BANK 


MEMOER FEDERAL DEPOSIT IMSURAMCE CORPORATION 


ee ee 
Ae, OPA man ca Vo 


— Oe == 
a eae 
Mabe ens 


City Trust & Savings Bank of Youn3s- 

town, O., believes in giving the people 

a statement in terms they can under- 

stand. Thompson Advertising Agency 
prepared the copy. 


is a lively interest in the particular 
sport covered by the advertisement 
—opening of Santa Anita Park— 
golf tournament—ski tournament, 
etc. 

Incidentally, Los Angeles Brew- 
ing Company, which stood third 
among the California breweries in 
gallonage output at the close of 
1937, now shows the greatest output 
of any individual brewery in the 
state (State Board of Equalization 
gallonage report for November, the 
last that has been released). It was 
the only one of the four major 
breweries showing a gallonage gain 
in 1938 over 1937, with the state 
as a whole showing a loss of a little 
over 7 per cent. 

M. W. SHACKELFORD, 
President, Lockwood - Shackel- 
ford, Los Angeles. 


. VY F 


Smart Advertising 


To the Editor: Having just pur- 
chased a 1939 Dodge car, the writer 
was very pleased to receive a card 
from the Anderson Buick Company 
of this city, which read as follows: 
“We note that you have just taken 
delivery of a new car—and we con- 
gratulate you on the pleasure that 
awaits you in driving one of the 
latest models. 

“Of course, we would have been 
very happy had your selection been 
a Buick—but difference of opinion 
is man’s inherent right. We gladly 
forget our own disappointment in 
the knowledge that you have many 
thousands of happy miles down the 
road. 

“We wish you complete 
and pleasant miles ahead.” 
This appears to me to be a smart 
bit of advertising and might be 
worth passing on through your 
column. The reaction with me, at 
least, is very favorable and I will 
most certainly look Buick over next 
time 


safety 


SIDNEY R. GILL, 


Advertising Manager, North- 
west Lead Company, Seattle, 


Wash. 
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Lauds Value of 
Cooperative Copy 


To the Editor: Some splendid ad- 
vertising men condemn the practice 
of cooperative advertising—in most 


Letters are we come 


cr ses they are looking at the prac- 
1ce from their own windows, and 
care little for the fellows who face 
(ther views. These men become 
adical at times, and insist that any 
1r.ethod except their own is a poor 
one. 

In some cases the retailer who ac- 
cepts advertising aid has been char- 
acterized as a chiseler. Sometimes 
reasons having nothing to do with 
sales stimulation are set forth as a 
justification of cooperative copy. 

The advantages accruing to the 
manufacturer through contributing 
to a dealer’s campaign are sound 
arguments in favor of the principle, 
and those reasons are the legitimate 
ones. 

The dealer’s rate contract with 
local newspapers is less than the 
manufacturer could hope to secure; 
the appearance of an advertisement 
with the dealer’s endorsement has 
added value; the dealer injects more 
enthusiasm in presenting and dis- 
playing the merchandise. 

Surely, here are three reasons, 
and they are sufficient to place co- 


operative advertising on a plane 
where no defense is required. 
H. E. FRIEND, 
Westminster, Ltd., New York. 
vy 
Advertising Manager 
Held Key Figure 

To the Editor: Your editorial, in 
the issue of Jan. 30, “Are 
Advertising Managers Underpaid?”’ 
rings true in its analysis. Fre- 
quently in smaller organizations, the 
one so rated not only plans cam- 
paigns and copy, but is a part of 
the executive management of the 
business, sitting in on conferences 
that have much to do with policy 
and the general conduct of the busi- 
ness. 

It is not infrequent that the ad- 
vertising manager’s judgment, busi- 
ness foresight and experience play 
an important part in the success of 
an enterprise, a part that would in- 
volve added expense to overhead, if 
one equally competent were engaged 
to function as do advertising man- 
agers in organizations that must 
necessarily be limited as to man 
power. Any organization that has 
such an advertising manager in its 
personnel, is indeed fortunate. 

W. R. CUNNINGHAM, 

Advertising Manager, The Legal 


Intelligencer, Philadelphia. 


——— 


James A. Greene Agency 
Becomes Tucker Wayne 


James A. Greene & Co., Atlanta 
agency, has changed its name to 
Tucker, Wayne & Co. 

The agency was founded 17 years 
ago by James A. Greene, who solq 
his interest in the company to 
Tucker Wayne on Nov. 1, 1938. Mr. 
Wayne, who has been president for 
the past three years, will continue 
in that capacity. 


New Sales Posts 


Three new sales posts have been 
created by Munsingwear, Inc., Min- 
neapolis. In New York, J. A. Rey- 
nolds has been made office man- 
ager. A _ similar position in the 
southeast has been created for J. D. 
Porter, with headquarters in Bir- 
mingham, and Don C. McLeod has 
been named sales manager of the 
men’s and boys’ division in Minne- 
apolis. 


Ronni to O’Connell 


Ronni Parfum, Inc., New York, 
has appointed R. T. O’Connell Com- 
pany, New York, to handle the ad- 
vertising of its perfumes. 


Gets “Democrat” 


Theis & Simpson Company has 
been appointed national advertis- 
ing representative of the Florida 
Democrat, Tallahassee. 


Halftone made from a Kodachrome cut 
film of a Photo-Micrograph of crystal- 
lized sugar using polarized light. 


“DON'T 


LET ’EM TELL 


YOU DIFFERENTLY” 


The new cut film Kodachromes of good quality 


are no more difficult to reproduce in full color 


than any other type of colored copy. 


We are doing it every day and invite you to submit 


your problems of Kodachrome reproductions. 


B aATNES = Croshy Company 


ART AND PHOTOGRAPHY 
.-CHICAGO,ILL. 
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THis WEEK MAGAZINE 


is going to town.. 


t the close of 1938, advertisers had already 
invested $10,325,168 in Tuts WEEK. & 


They’ve upped our space sales from 
$1,229,043 in 1935 to $3,373,950 in 1938. 


They ve raised Tuts Week from 24th place among 
all magazines in 1935, to 12th place in 1938. 


Sr an Te ge a 
.s>e 


And here’s why they’re helping THis Week “go 


to town’ — 


because - 


that’s where advertisers want to go! 


Advertisers know the Big Town is the place to 
make volume sales at a profit. 


They know most national magazines don’t concen- 
trate heavily enough on the big city markets. 


They know Tuts Week MAcazine does. 


In its 24 key markets from coast to coast, THis WEEK 
reaches 800,000 more homes than the top weekly, 


the top women’s magazine, and the top monthly, 
combined. (And that’s not counting duplication!) 


he ‘BIG C1 TY magasine a | 
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Churches Divided 
Over Walgreen 
1% Rebate Offer 


Goodwin Plan Idea 
Adapted in South by 
Drug Chain 


New Orleans, Jan. 31.—Despite a 
critical editorial in the Catholic Ac- 
tion of the South, officials of the 
Walgreen Company said today that 
church reaction has been gener- 
ally favorable to its offer to rebate 
2 per cent of its sales to the city’s 
churches. Walgreen used a full page 
in local newspapers to announce the 
plan, and made references to it in 
its daily advertising, followed by 
another full page last week. No 
decision has been reached as to its 
use in other cities. 

Under the arrangement, reminis- 
cent of the Goodwin plan of a few 
years ago, Walgreen is giving 
church stamps with each purchase 
of ten cents or more. The stamps 
are to be redeemed only by an au- 
thorized representative of a church, 
in denominations of $1 or $5. The 
Goodwin plan had the same basic 
idea, with many ramifications. 

In the Walgreen advertising, the 
church was called “the greatest 
American institution.” 

“At critical periods in her his- 
tory,” it continued, “the influence 
of the church did much to keep the 
country in the right path. No other 
force in American life has as great 
or as long a record of contribution 
to our common good.” 


Divided in Views 


A Walgreen executive said that 
several pastors had explained the 
plan to their congregations from 
pulpits, praising the idea as one 
worthy of cooperation. 

The Catholic Action of the South, 
on the contrary, charged that the 


WALGREEN OFFERS 


2°, TO CHURCHES 


ALL 


indis idual « 


Charch Seumps #il be giv 


ps 


Mika's TO SUPPORT CHURCHES 


Drug Store to Contribute 2% of 
Sales through Church ‘Stamp Plan 


When asked what proenpied the decision, Mr. Walgrecn sad.“ The 
Church i the greaten Ax crican Inatitation Aeoencs owes its berth and 
ouch of its progrest to the Clasrch. At cruncal peciods ia her hosrory, 
the inftaence of the Ch ch did much 00 keep America to che might 
pech No ocher force « American life has ss great or ss long # 
record of comnbution :o our common gund 

Thee there are very 
to orher parte of the world che Church is bemg ertacked — rehgious ft 
freedom is being denied Here im Ameria the pendulam wems to yA 
be swinging back tow acds the Church Relignms influence appears wm 
to be spreading anew 

We believe that the Church iwhucme commibutes more to the 
welfare of che New Orleans comsmunity thap snmy other msotenon ys oe 

that the udeats of love, liberty, postice and human betermont : 
for which the Charches mand are the mon aceded. most worthy | 
aotns that our comemmni can pomem . thar by penw iding financeal 
support for the Churches we are rendering the greanest service ict | 
the good ot the greates: nomber of ows Wtizens thet any sore oF 
ald remde 
‘lp tnatnosidipaniianeiidicdieaal 
ae a" that by belpiag cebers we help oursels es. r 
ve Finally, we hope the benebs from chs effort co support 

Cherch ia New Orleans will prowe go reciprocal as to muke wd w% 
beganing of 2 new force for spreading the Church + influence / a Fd 

- goad throughout! ovr county ™ 


hy Help your Church— 
® |. Ask for CHURCH STAMPS at Waigreen’s 


sa 4m, vihwal ‘These stamps may b deposited with the church of the customers 
‘ ay church, regerdiess of faith, 
, por tny eco hanony ipa tan aot ot peer cgmnert 


Church Stamps Available ONLY AT WALGREEN’S-CANAL at BARONNE 
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FAITHS TO BENEFIT 


remorse for Gch » mene just pow 


that the contiqued « cliare of our 


1 ome with each 1c purchase wo any jodi 


eal ‘ah -bentaiinsi 


The Walgreen Company used newspapers to present to residents of New Orleans 


a plan whereby churches would receive 2 per cent of its sales. 


Church stamps 


are issued with each purchase of ten cents or more, and then are redeemed in 


denominations 


of $1 or veal 


drug chain “is endeavoring to use 
the influence of the church to sell 
his particular brand of women’s 
hose, candies and what-not in his 
recently established store in New 
Orleans.” 

The remainder of the editorial 
was in the vein commonly affected 
by independent retailers. 


“Again we may be wrong, but we 


HONORABLE ANCESTOR LONG 
TIME AGO DISCOVER THAT 
INQUIRER PRODUCE BEST 


RESULTS FOR 


ADVERTISERS 


IN PHILADELPHIA. PROOF 
FOR DEDUCTION IS INQUIRER 
CARRY MORE NEW CAR 
ADVERTISING THAN ANY 


You don’t have to be detective 


to know that INQUIRER is Phila- 


delphia’s Greatest 


SELLING Medium 


CIRCULATION: DAILY, 341,994. Sunday, 1,035,893 


believe it will serve religion and 
the community better if we keep on 
patronizing our own people who 
have been established in New Or- 
leans for decades, who call New 
Orleans their home, because they 
were born and reared here and who 
love New Orleans better than any 
place in the world. It is their city 
which saw their successes and their 
failures; their city which holds their 
grief and their lives—this city is 
their own and its people are their 
people. 

“We may lose beneficial advertis- 
ing by expressing this, our honest 
opinion, but we believe that in cases 
of outside concerns coming in to 
sell their wares on the plea of their 
deep and sincere interest in religion, 
it smacks of abuse of religion. The 
argument is a little too thick.” 


Dennison Service 
Is Copy Aid 


on Infants’ Wear 


Framingham, Mass., Feb. 1.—Den- 
nison Mfg. Company, maker of 
Babypads, has begun distribution of 
a new bulletin, “99 Ideas for Ad- 
vertising Infants’ Merchandise,” to 
500 retail stores as a promotional 
aid for all types of infants’ wear as 
well as the Dennison product. 

The venture, company spokesmen 
said, represents an expansion of a 
bulletin issued a year ago on tested 

romotions for infants’ wear and 
offered through the company’s 
house organ. 

The new book includes 33 exam- 
ples of successful infants’ wear ad- 
vertisements. Among them are copy 
examples from many well known 
stores. There are also 33 pieces of 
copy which can be adapted to local 
advertisements and 33 ideas for dis- 
play cards. While Dennison ex- 


pects to mail the 500 copies to a | 


selected list, the book will also be 

sent free to anyone interested. 
Preparation was handled by Grey 

Advertising Agency, New York. 


Nichthauser to Agency 

Gussow, Kahn & Co., New York, 
has been appointed to handle the 
advertising of a Hair Conditioning 
Lastex hair net, manufactured by 
|Charles Nichthauser, New York, and 
| endorse d by Better Fabrics Testing 
| Bureau, New York. The manufac- 
| turer has also appointed the agency 
to promote a new perfume to be 
introduced shortly. 


Frozen Foods 
to Be Fostered 
Through Institute 


Initial Action Taken at 
Chicago Meeting; 
Scott Chairman 


Chicago, Jan. 30.—Action to cre- 
ate the Frozen Foods Institute to 
bring some measure of order out 
of the chaos now enveloping this 
infant industry was set afoot here 
last week-end at a meeting held 
under the auspices of the National 
Food Distributors’ Association. The 
75 representatives attending from 
all branches of the industry voted 
to appoint Fred E. Scott, former 
sales manager of John F. Jelke 
Company, Chicago, chairman of a 
steering committee which will 
sound out sentiment in every divi- 
sion and act accordingly. 

In calling the meeting to order, 
Mr. Scott said that while quick 
frosted foods have created a reputa- 
tion for quality, this prestige can 
be destroyed in a single day by one 
packer who is concerned only with 
immediate _ profit. Standards of 
quality must be established, he said, 
and it is better for the industry it- 
self to set these standards than 
have the government do so. 

Ill advised legislation is already 
on the way, Mr. Scott continued. 
Michigan, for instance, proposes to 
force packers of quick frozen foods 
to label their product, “cold stor- 
age.” An institute is needed to di- 
rect such legislation into wise 
channels, he said. 


Seek Larger Volume 


Mr. Scott estimated that quick 
frozen foods now account for 1 per 
cent of the total volume, though 
distribution is extremely sketchy, 
being confined to between 5,000 
and 6,000 outlets. He believes that 
with the proper guidance, the in- 
dustry can increase its share of the 
total to 40 per cent. 

R. E. Lowey, sales promotion 
manager, Container Corporation of 
America, Chicago, said that quick 
frozen foods provide at least a par- 
tial answer to the farmers’ prob- 
lem, taking choice products out of 
immediate distribution channels 
and giving the producer a return 
above the average. 

His own company’s work has 
been complicated by disregard of 
standardization by packers, each of 
whom has followed his own inclina- 
tions. The result has been a mul- 
tiplicity of sizes, shapes and colors, 


ee 


which has made it almost impos. 
sible to design shipping containers 
with any degree of intelligence, he 
said. 

Somewhat the same plaint was 
voiced by Wayne B. Jordan, sales 
manager for the specialty products 
division of Liquid Carbonic Com. 
pany, Chicago, who said that the 
rugged individualism prevailing 
among packers has confused both 
retailers and those charged with de. 
sign of refrigerated cases. Mr. Jor. 
dan admitted the truth of state. 
ments made during the meeting— 
that better display is of paramount 
importance to the retailer, but 
added that this also hinges on 
standardization of packages. 


Discrepancy in Sizes 


Mr. Scott threw more light on the 
question of sizes, saying that the 
housewife who found that a certain 
package was enough for her family 
of four often discovered on her next 
experiment, that the package held 
only enough for two or three. 

J. F. Nickerson, of the American 
Institute of. Refrigeration, Chicago, 
tendered some expert advice on the 
refrigeration question, asserting 
that zero is the ideal temperature 
for quick frozen foods and that five 
above is the lowest compatible with 
safety. Checks made by his organ- 
ization showed that at least one re- 
tailer was operating with a tem- 
perature of 30 above. 

One of the most sensational lights 
on frozen foods was shed by Albert 
A. Sprague, Jr., vice-president of 
Sprague, Warner & Co., Chicago, 
who said that a survey conducted 
by his organization in Chicago in- 
dicated that 70 per cent of the pub- 
lic had never even heard of frozen 
foods, and that the crying need is 
for advertising and distribution. 

Mr. Sprague said it is evident 
that some off-quality foods are 
finding their way into consumers’ 
hands, accompanied by cut prices— 
two developments which threaten to 
cause much woe unless they are 
quickly headed off. 

L. F. Noonan, of the Oakland 
packing company of that name, 
said that the Frosted Foods Insti- 
tute of California has already been 
formed and is planning an exhibit 
at the Golden Gate exposition this 
year. Some progress has been made 
toward standardization of packages 
and the tightness of seal has been 
improved. 

Sam Good, of Philadelphia, said 
that development of the quick 
frosted foods industry has been re- 
tarded by failure of large manu- 
facturing and marketing organiza- 
tions to enter the field. 


Mosler Safe to Sattler 


Mosler Safe Company, New York, 
has appointed Walter T. Sattler, 
New York, to direct its advertising. 


— 102 good 


display ideas 


and examples 


that you can use 


again and again 


source 
ideas, 


book 


A STIMULATOR and 
r methods 


fundamentals, 


for 


Totlad ~~ 
DISPLAY IDEAS 


/ ES == / Just 
& / Published 


of 


effectively using displays to demonstrate 


or feature a product, 


dispense samples, 
assist dealers, support other advertising, 


TESTED 


or for any of scores of other services in 


things that : display = do at s, -102 DISPLAY 


a merchandising campaig Lists 


102 actual successful displays that do E S 
them well. Discusses significant fea- ID A 

tures of each display. Includes 50 check- . P : 
ing points on point-of-sale promotion, Compiled | by the Editors of 
hints on getting displays used, etc. See Printers’ Ink 

this book for quick, practical help illustrated. 


planning 
tively. 


and using displays more effec- 


in 198 pages, 5x 7%, 
$2.00 


Adaptable ideas for using displays to: 


—show product in use 
—feature new package 
dramatize sales arguments 
—create atmosphere 
—dispense literature 


-promote premiums 
—promote full-line selling 
—create a department 
—increase unit of sale 
—and many others. 


McGraw-Hill Book Co., Inc., 330 W. 42nd St., 


plus few cents postage, or return book postpaid 


Address 
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10 DAYS’ EXAMINATION ON APPROVAL—SEND COUPON | 
N.Y. C. 
Send me Tested Display Ideas for 10 days’ examination on approval. 


| 
In 10 days I will send $2.08 


(Postage paid on orders accompanied by remittance.) 
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We're for patriotism! 

But our brand is not the doting 
kind that cannot or will not recog- 
nize America’s weaknesses and needs. 


LIFE, on the contrary, feels it has 
a positive duty to examine even con- 


troversial and inflammatory national 


subjects with open eyes—and to re- 
port and interpret them honestly 


in LIFE’s pages. 
For instance... 


L| , facts about America’s army, 


arms, and potential war industry. 


They were, for the most part, disturbing 
and unflattering facts. But they were 
fundamentals that the useful patriot 
should grasp before making and voicing 
his decisions on President Roosevelt’s re- 


armament program. 
That’s why LIFE printed them. 


FROM LIFE’S "STORY OF THE NEGRO” 


The American Negro is another touchy 
American problem. It has influenced our 
“conomy and history for more than 300 
years. It is a question often obscured by 
Passion and prejudice. But today the 
Negro is America’s largest minority 
Problem. And we believe that Ameri- 
“ans must digest the truth about this 
‘ondition—if they are ever to work out 


a happy solution. 


| That is why LIFE not long ago pre- 
“ted its informative and lucid “Story 
t the Ne gro.”’ 


¥ 's important to the ideals of democ- 
““Y On which America is built that no 
“gious faith falls victim to intolerance, 
' Rog: Suppression, or becomes a political 
ra ‘. One way to promote tolerance, and 


“inate misconceptions, is to en- 


recently presented certain 


courage understanding of the other 
fellow’s belief. 


That is why LIFE has devoted many 
words and many pictures to many faiths. 


FROM A LIFE RELIGIOUS FEATURE 


How badly is America housed? Cer- 
tainly this determines to a great extent 
how desirable an America we live in. 
LIFE has repeatedly pictured this prob- 
lem ... some of its possible answers, 
governmental and private . . . the need 


of a Building Boom . . . the dangers of 
one that runs wild just for Boom’s sake. 
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FROM A LIFE REPORT ON HOUSING 


LIFE believes that better homes will mean 
a better chance for American children to 
become the kind of citizens their coun- 
try needs. 


That is why LIFE has tackled the 
housing problem—and has done it in 
such a way as to give direction and 
impetus to its solution. 


Take, then, our neighbor to the south 
—South America. The Lima Confer- 
ence only recently aroused many in the 


FROM LIFE’'S COVERAGE OF THE LIMA CONFERENCE 


United States to a realization of how 
inextricably the welfare and future of 
our twin continents are linked. But... 
LIFE has always recognized this com- 
munity of interests as vitally important, 
a vitally American concern. 


FROM LIFE'S REPORT ON REARMAMENT 


That’s why LIFE during the past 
two years and more, has presented so 
many illuminating reports on matters 
South American. 


Yes, LIFE is for patriotism—and for jour- 
nalism that not only nourishes it but also 
keeps the practical patriot informed 
and alert. This kind of journalism, we 
believe, performs an invaluable service in 
helping to keep America a safe and pro- 
gressive democracy—and has behind it 
the sincere hope that it will contribute 
to an American future even greater than 
the American past! 


LIFE is peculiarly fitted to render this 
service. LIFE’s new picture-and-word 
editorial technique presents the truth to 
many millions in an attractive, excit- 
ing, and easily absorbed form. 


We think it’s a singular tribute to the 
healthy quality of America’s mind that 
this policy has made LIFE the greatest 
success in all publishing history—that 
LIFE is now seen and read by more 
people than ever before read a magazine 
—that LIFE has become definitely estab- 
lished as the most potent editorial 
force in America! 
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Informative Copy 
Held Chief Ad Task 
of Public Utility 


Kansas City Meeting 
Discusses Merchandis- 
ing Functions 


Kansas City, Mo., Feb. 1.—An in- 
teresting discussion of the new type 
of utility copy indicated by develop- 
ment of appliance merchandising 
teatured the Western regional con- 
ference of the Public Utilities Ad- 
vertising Association here this 
week. The author was William H. 
Hodge, Chicago consultant and ex- 
president of the association. Mr. 
Hodge was unable to attend the 
meeting and his address was read. 

Howard F. Weeks, president, 
Consolidated Edison Company, New 
York, president of the PUAA, out- 
lined several surveys whose results 
vill be made known at the annual 
meeting in June. One will cover 
the cost and results of public utility 
advertising. Another will concen- 
trate on the usefulness of material 
prepared by appliance manufactur- 
ers for use of local utilities, and a 
third will study costs of illustra- 
tions for utility advertising in rela- 
tion to space and other charges. 

Other speakers during the con- 
vention included Keith Hartzell, 
Bristol, Tenn.; Kenneth Magers, 
Cincinnati Gas & Electric Company, 
and J. J. Rowe, Cedar Rapids, la. 


New Task at Hand 


Mr. Hodge’s theory, recently re- 
ported in ADVERTISING AGE, is that 
expansion of distribution of house- 
hold appliances relieves utilities of 
direct sales work and gives them 
the new responsibility of identify- 
ing themselves as counselor of the 
consumer. 

The utility has a common ground 
with the customer in desiring to 
have its service utilized to the best, 
widest, safest and most economical 
advantage, according to the Hodge 
theory. Such use, however, implies 
an expertness which is not pos- 
sessed by the great majority of con- 
sumers. 

The latter must therefore seek 
guidance on such questions as ade- 
quate wiring, selection and repair of 
appliances, lamps and lighting in- 
stallations, and others. In the past 


such counsel has come principally 
from those with equipment or 
pliances to sell. 

The tendency toward expert ad- 
Hodge 
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The weather makes no difference to the 

Wabash Railway, which is running a 

series of newspaper advertisements pro- 

moting its winter service. Chappelow 

Advertising Company, St. Louis, is the 
agency. 
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pointed out, has been manifested for 
some time in the growth of home 
economics departments and the more 
recent development of home light- 
ing advisory bureaus. 

While manufacturers of new or 
improved household appliances do a 
reasonably good job in their own 
advertising, Mr. Hodge believes 
inat the utility owes it to the public 
.o intervene in the role of friendly 
nd expert counselor. 


Telling the Story 


The utility should confine itself 
largely to uncolored descriptive 
copy, telling the story much as a 
good reporter would in covering an 
exhibition of high class merchan- 
dise, said Mr. Hodge, “or somewhat 
as the editor of a woman’s page 
would describe the new showings of 
anything in which her readers were 
.nterested—in brief, what's new, 
what it is good for and what it 
will cost to buy and use. 

“This type of copy would be ex- 
pressed typographically in reader 
rather than display style, with or 
without illustrations. Names of 
specific makes would be mentioned 
and at times dealers handling them 
would be identified. The object 
would be to give the reader genuine 
and timely information as com- 
pletely and as accurately as pos- 
sible. 

“Such a policy would require a 
utility company to provide definite 
advice to customers; cause some ad- 
ditional expenditure in getting facts 
and training employes to follow 
through and validate the advertis- 
ing. Some of this expense would 
represent merely a transfer of funo- 
tions, just as space formerly used 
for selling copy would be given 
over to educational and advisory 


talks.” 
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_ Getting Personal 


William L. Batt, pres., SKF Industries, was the featured speaker 
at the annual dinner of the National Manag-ment Council. . . George 
H. Boehmer, g. s.m., Celluloid Corporation, is vacationing in the sunny 
south for two more months. In his absence, W. S. Landes, pres., filled 
the breach at the annual sales meeting in Newark... 


Hospital notes: Carlos Franco, of Young & Rubicam’s radio dept., 
is seriously ill of inflammatory rheumatism in a Mt. Kisco, N. Y., hos- 
pital. .. Vic van der Linde, of the NBC sales staff, is recovering from 
his second hip operation in recent months. He has been on crutches 
for a year following a bowling mishap... 

Frank Gulden Jr., pres., Charles Gulden, the mustard firm, repre- 
sents the fourth generation of the founding family to head the busi- 
ness. He presided at a 75th anniversary party a fortnight ago... 
Alfred J. McCosker, board chairman, Mutual Broadcasting System, 
saw his daughter married last week. . . 


George A. Lawrence, N. Y. office mgr., Taylor Wine Company, was 
best man for Edmund (Buzz) Wooding, of Needham & Grohmann 
agency. .. Henry B. Sell, prexy of Vitamins Plus and Blaker Advertis- 
ing Agency, will tell you that his uncle was none other than Buffalo 
Bill Cody. 

Pete Barnum, Ruthrauff & Ryan radio dept., isn’t working these 
days. He cut his leg with a farm implement, of all things. . . 


Liberty alumni will hold a 15th anniversary dinner May 5. The 
committee in charge comprises A. S. Whidden (Curtis Publishing Com- 
pany), Donald A. Tyler (Time), A. C. Kleberg (The American 
Weekly), and Phil Willeox (Parents’ Magazine). . 


DISTRIBUTION PROBLEM IN CUBA 


Arthur A. Riley, of Goulston Advertising Agency, Boston, discusses the problem 
of milk distribution with a local distributor on the road to Batabano on the 
Caribbean coast of Cuba. 


By way of the high seas: Max Jordan, European mgr., NBC, has 
returned to his post. .. Chris S. Kent, g.m., London Times, is making 
his first visit to this country since 1917. . .Lord Kemsley, chairman of 
British Allied Newspapers, which includes five London and three Glas- 
gow dailies, is here for a six-week stay... 


Prescott Tolman, Eastern Air Lines rep., figures he started the 
new year right by marrying the day after New Year’s. The scene was 
Daytona Beach, Fla., his home town. . . George P. Johansen, sec-treas., 
Advertising Distributors of America, has passed the crisis in his fight 
against pneumonia. He keeps his finger in the business pie by tele- 
phone calls from his bed... 


Dr. George Gallup, v.p., Young & Rubicam, tells the story of his 
interviewer who asked an old man if he believed in life after death. 
The man thought a minute and replied: “I don’t know, but I’ll damn 
soon find out.” 


Ray P. Clayberger, sec., Calkins & Holden, was re-elected presi- 
dent of the Winter Golf League of Advertising Interests at Palm Beach, 
Fla... John Heiney, program mgr., WJSV, Washington, and Arthur 
Godfrey, singing announcer at the station, have written a song called 
“Grandma’s Minuet.” . . 

James W. Young, formerly an active executive of the J. Walter 
Thompson Company, is now in England on an advertising assignment, 
and expects to be back in God’s country around April 1. He has a 
new book in preparation which will be of unusual interest to advertis- 
ing men... 

Chicago’s big blizzard forced a postponement of the Agate’s Club’s 
meeting from Jan. 30 to 31, but did not prevent a big turn-out to hear 
John Carmichael, Chicago Daily News sports coiumnist, give the low- 
down on the baseball and hockey situations. . . 


Stuart G. Phillips, advertising manager, The Dole Valve Com- 
pany, Chicago, and family, are holidaying in Florida for a few 
weeks... 


Down in Florida, Duncan L. Chapman, on the advertising staff of 
the Bradenton Herald, has been awarded the gold key of the Braden- 
ton Junior Chamber of Commerce for the most outstanding civic 
achievement of the year... 

Don Wilson is a new addition to the household of Ross H. Wilson, 
president of Wilson Advertising Agency, Cincinnati. .. Marion Cadwell, 
who is being transferred to the new Hollywood office of Needham, 
Louis & Brorby, was given a farewell dinner by the other girls of the 
Chicago office a couple of weeks ago... 

Charles Beardsley, v. p. and g. s. m. of Miles Laboratories, and John 
F. Downey, national representative of Street Railways Advertising 
Company, Chicago, have gone to California for a month of golf and 
sales meetings... 

L. A. Mailhes, g. m. of the Shreveport Times, is new president of 
the Shreveport Chamber of Commerce. . . Don Gardner, of the sales 
department of Whiting Milk Company, has been re-elected vice-com- 
modore of the Boston Yacht Club... 

Otis Shepard, art director of the Wrigley Company, finally discov- 
ered a utilitarian function for those snowshoes that have been hanging 
over his fireplace for these many years. Awaking to find Chicago en- 
veloped in a Class A blizzard last Monday, the ingenious artman took 
down the snowshoes and found they worked 
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Golden Gate Fair 
to Be Scene of 
PACA Convention 


San Francisco, Feb. 1.—The Pa. 
cific Advertising Clubs Association 
will hold its annual convention here 
June 25-30, it was announced to. 
day, tying in with the Golden Gate 
Exposition in scheduling the first 
session of the conclave at the fair 
grounds. 

These plans were outlined follow- 
ing the PACA Mid-Winter Confer- 
ence here last week. With the Oak. 
land Advertising Club in the role 
of host, the convention will include 
departmentals on these subjects: 
industrial motion pictures, radio. 
club management, direct mail, out- 
door advertising, magazines, com- 
munity and several other types of 
advertising. 

The nine junior advertising 
clubs sponsored by the PACA are 
also expected to be well represented 
at the summer conclave. Activity 
of the “youngsters” drew consider- 
able comment from PACA leaders 
during the conference last week, 
with President Harold Deal, sales 
promotion and advertising manager 
of Tide Water Associated Oil Com- 
pany, emphasizing that these junior 
club members were for the most 
part actually in the advertising 
business and thus at least one step 
beyond the neophyte stage. 

Club management problems also 
oceupied much attention during the 
conference, with Brown Zarley, 
vice-president of the Oakland Ad- 
vertising Club, advocating the seri- 
ous and well planned program as 
the one most likely to receive con- 
sistent attention from members. In- 
dustry meetings, at which special 
attention is paid to some particula 
field, were held advantageous by 
Walter Held, advertising maanager 
of the Standard Oil Company of 
California and president of the San 
Francisco Advertising Club. Mr. 
Held outlined the plan followed by 
his organization in this respect, as 
well as its annual spring seminar 
devoted to studying operations of 
a typical company. 


Schwerin Changes 


Louis L. Schwerin, formerly ad- 
vertising manager of Motion Picture 
Theater Owners of Eastern Penn- 
sylvania, Delaware and Southern 
New Jersey, has been appointed 
director of public relations of Her- 
ald Advertising Agency, Philadel- 
phia. 


Wright Joins “Sunset” 


Ed F. Wright has resigned as 
Eastern manager of the Associated 
Farm Papers to join Sunset maga- 
zine, San Francisco, as Eastern rep- 
resentative, with offices at 551 Fifth 
avenue, New York. 


Form Corbett & Reynes 


M. A. Corbett and J. Reynes have 
established a marketing consultant 
Hudson street, New 
number is 


service at 99 
York. The telephone 
Walker 5-1377. 


The first thing 
required of a salesman is to call on 
the people who can buy his mer- 
chandise. So it should be with your 


advertising. 


DEPARTMENT STORE 


239 West 39th St., New York City 


A CHILTON ru) PUBLICATION 


“calls on™ more people who buy. 
or who control buying, thon ony 
other business paper in the deport 


ment store field. 
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A YBODY WHO KNOws a sheet from a halyard, 


and a tiller from a winch, is capable of win- 
ning a race, 


That’s why most important yachting cham- 
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pionships are not decided on the vagaries of just 
one race, but on the basis of consistent perform- 
ance throughout a series of races. 


If we were an advertiser selecting an adver- 
tising agency, we’d make our decision on the 
same basis—not on any single triumph but on an 
agency’s record of consistently good work over a 
number of years. 


PPE Ln Re 


YOUNG & 
RUBICAM, INc. 


advertising 


NEW YORK . CHICAGO . DETROIT 
HOLLYWOOD + TORONTO + MONTREAL 
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Eager Women fo 

Learn If They re 

'Yins’ or ‘Yangs 
Chinese Terminology 


Denotes Personality in 
Terms of Color 


By A. P. MILLS 

New York, Feb. 1.—‘“Yin” and 
“vang”’ may be just a couple of 
Chinese-sounding words to most 
women today, but Devoe and Ray- 
nolds Company expects to sell a lot 
of wall paint this year by “color 
psychoanalysis” tests to teach 
women whether they are “yins” 
or “yangs” and what type of wall 
paint fits their personality. 

The application of the science of 
color selection, which has been used 
widely in the costume and cosmetic 
fields, is brand new to the paint in- 
dustry. The scheme was explained 
to ADVERTISING AGE here today by 
Ivor Kenway, advertising manager 
of Devoe & Raynolds. 

A special color machine, designed 
by the company, enables a trained 
color analyst to “color psychoana- 
lize” women as yins or yangs, and 
the various personality types in be- 
tween these two extremes. These 
machines are portable, and will be 
sent around to women’s meetings 
and dealer showrooms in the care 
of skilled girls who conduct the 
tests. 

Prof. Belle Northrup, of Teach- 
er’s College, Columbia University, 
is acting as consultant for Devoe & 
Raynolds in its application of sci- 
ence to the sale of wall paint. Most 
of the girls who will conduct the 
tests are students of hers. 


No Words for Idea 


Mr. Kenway said that the Eng- 
lish language lacks words to dis- 
tinguish the various personality 
types, and that explains why the 
Chinese terms “yin” and “yang” 


CHOOSE YOUR TYPE 


ARE YOU A 


e Are you what 
stylists call a 
shy “Yin” type 

.. or are you 
a vivacious 
“Yang?” What 
colors suit your 
personality . 
set you off 
smartly in your 
home? 

A brand-new 
science, “Color 
Psycho-Analysis,” has the 
answers. 


Which type 


are you? 


Devoe & Raynolds is using this newspaper 
insertion to introduce its new color psy- 
choanalysis tests which will show women 
what colors suit their personalities best. 


is ex- 
very viva- 


must be employed. A “yin” 
tremely shy, a “yang” 
ious, 

In tests to date, women have 
been most anxious to be “color 
psychoanalized.” Each subject is 
tested separately as she sits on a 
stool in front of a mirror with the 
machine behind her. Slides of vari- 
ous colors are inserted into the ma- 
chine to create a background to set 
off the subject in the best possible 
light. Both complexion and person- 
ality are taken into account. Care- 
fully worded questions from the 


$ 
4 a 
ha = — , ae 
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Everything! 


Fireman—even the Visiting 


big World's Fair? Well, 
through to October 28 and 


for all kinds of advertisers. 


about CUE 


maybe you'll want to take advantage of our 
special gift 


to enjoy New York 
the Fair 


What’s Wrong With This Picture? 


Whatever other dreary experiences they may have, 
people simply don't fall asleep with CUE in hand. 

CUE is THE Weekly Magazine of New York Life—edited for 
wide-awake people who want to know where to go, what to do, 


HOW TO SPEND MONEY. CUE's like the alarm bell to the 


Speaking of Visiting Firemen, have you heard about New York's 


the country are going to be there.* 


If this is true, a lot more CUE copies than ever will be bought 
this year by people with big ideas and money in their pockets. 

CUE guarantees 40,000 coverage of New York's free-spenders, 
but only Grover Whalen knows what CUE will actually deliver while 
this World's Fair business is on. 


CUE gained 80°, in linage last fall because it GETS RESULTS 


*If you haven't been in New York recently and don't know 
Write Circulation Manager, CUE, 
St., for the next three issues with our compliments. 


subscription rates and send CUE to your cus- 


tomers or friends right away so they'll be fully prepared 
intelligently when they get here for 


You can’t cover New York’s class market unless you use CUE! 


Fireman! 


it opens April 29 and lasts straight 
they say a pile of people from all over 


This year it ought to pull even better. 


6 E. 39th 
Then 
out-of-town 


analyst help determine the person- 
ality type. 

Mr. Kenway declared that al- 
though women are style conscious 
and always willing to experiment 
with their clothes and makeup, 
nothing has been done heretofore to 
enable them to adapt their home 
background to fit their particular 
personality. 

“Most women know instinctively 
what colors make them look most 
attractive as far as their gowns are 
concerned,” he said, “and yet they 
go along buying drab and plain wall 
paints of the type used in office 
buildings.” Thus five out of the 20 
paints in the standard Devoe & Ray- 
nolds wall paint line account for 
75 per cent of the sales volume, he 
said. 

Thirty Machines Ready 


Because the machines are costly 
and require the services of a trained 
analyst, a maximum of 30 machines 
will be circulated around the 37 
states east of the Rocky Mountains. 
In order to handle the flood of 
analysis requests anticipated, the 
company will confine this phase of 
its promotion to local newspaper 
and radio announcements of the 
free tests, in cooperation with 
dealers. 

National advertising by the com- 
pany will consist of insertions in 
The American Weekly and This 
Week from March through June. 
Copy will promote a contest built 
around a color combination game. 
A free trip to either the New York 
or San Francisco World’s Fair, and 
101 other prizes, will be awarded 
for best color combinations put to- 
gether from enamel chips. 

The two-coat system of exterior 
color painting, introduced four 
years ago, will be promoted again 
in magazines. The schedule in- 
cludes Better Homes & Gardens, 
Capper’s Farmer, Collier’s, and The 
Saturday Evening Post. J. Stirling 
Getchell is the agency. 


Billingsley Named 
to Head Four A's 


Convention Group 


New York, Jan. 31.—Starting the 
wheels in motion on its 1939 con- 
vention plans, the American Asso- 
ciation of Advertising Agencies has 
named Allen L. Billingsley, presi- 
dent of Fuller & Smith & Ross, 
Cleveland, chairman of the commit- 
tee on program and attendance. The 
convention is to be held at the Wal- 
dorf-Astoria here May 11 and 12. 
The following were appointed to 
serve with Mr. Billingsley: 

James S. Adams, executive vice- 
president, Benton & Bowles, New 
York; Royal M. Alderman, vice- 
president, McCann-Erickson, Cleve- 
land; Ernest V. Alley, Alley & Rich- 
ards, Boston; David M. Botsford, 
president, Botsford, Constantine & 
Gardner, San Francisco; John P. 
Cunningham, vice-president, New- 
ell-Emmett Company, J. Davis Dan- 
forth, vice-president, Batten, Bar- 
ton, Durstine & Osborn; J. Stirling 
Getchell; B. B. Geyer, president, 
Geyer, Cornell & Newell: S. H. 
Giellerup, vice-president, Marschalk 
and Pratt, New York: Martin BE. 
Goldman, Aitken-Kynett Company, 
Philadelphia; Robert E. Grove, vice- 


president, Ketchum, MacLeod & 
Grove, Pittsburgh; Homer Haver- 
male, vice-president, McCann- 


Erickson, Chicago; Edgar Kobak, 
vice-president, Lord & Thomas, 
and William Resor, vice-president, 
J. Walter Thompson Company. 


Hygrade Names Biow 
Hygrade division of the Hygrade 


a 


CALLING ALL BRIDES 


A’ & LN GPs BUT TRUE! 
WASHED POTATOES $9 QUCK AND EAST LOOK. 


muse or fuse 


duction there of Bowen mashed potato 
pany, Chicago. 


making coffee. 


Modern Era Note: 
Mashed Potatoes 
Come in Packages 


Chicago, Feb. 1.—The _ potato 
masher, time-honored symbol of the 
housewife’s rule over her kitchen 
(and sometimes her husband) is 
headed toward oblivion, it appeared 
today as the Northwestern Yeast 
Company started a test campaign in 
Terre Haute, Ind., for a product 
permitting easy, effortless prep- 
aration of mashed potatoes via the 
package route. It is believed that 
this is the first such product in the 
field. 


Ready to Mix 


Bowen mashed potato shreds, ac- 
cording to test copy in the Terre 
Haute Tribune, are ready to be 
mixed with butter and water or 
milk, seasoned, heated, whipped 
and served. 

“Before your very eyes,” 
asserted, “and in a few short min- 
utes, you'll see Bowen’s shreds 
transformed into billowy mounds of 
snowy white mashed potatoes. . 
Be one of those happy women who 


it was 


can hail this new food idea with 
joy.” 
Insertions will appear’ twice 


weekly in the Tribune until Feb. 15 
and will feature a one cent offer 
and a money back guarantee. With 
the regular price set at 15 cents per 


get preferred "space, out 


Sylvania Corporation, Boston, has 
appointed Biow Company, New 
York, as advertising and merchan- 
dising counsel. Advertising on Hy- 
grade incandescent lamp bulbs as | 
well as the new Hygrade Fluorescent 
lamp will be released in national 
magazines in March. E. J. K. Bann- 
vart is account executive. | 


Peggy Pajama to Levy 
Raymond Levy 


Organization, 


New York, has been appointed to 
handle advertising for Peggy Pa- 
jama Ine., New York. A spring | 
drive is now being prepared. 


PHONE CALUMET 7200 OR WRITE 


MAGILL-WEINSHEIMER COMPANY 


1320-1334 SOUTH WABASH AVENUE 
CHICAGO, 


potatoes! No more washing and peeling! into billowy 
For there is now @ fine new product that gives you 
Gelictous, creamy white mashed without 
washing, peeling! And all in a few short minutes! 
‘The name of this remarkable product is BOWEN'S 
MASHED POTATO SHREDS. and you will be pleas 
ently surprised when you fiz mashed potatoes this 
new way — so quick and easy! 
All you do le remove BOWEN'S MASHED POTATO 
‘Sern06 from the package mia with butter and 


serve! That's aff there is to do! Think of it! 


front in dealer's windows, 
and on counters. Theyaeduhee: 
tually stationary sangwien 
men... made in any aimee 
Front and back, they dispiay 
different sales mestaues 
slipped on over their Witee 
shoulders. A change of maaan 
sage jackets can be tipped 
on in a jiffy... spring wire 
tale: holds them flat and 
. New, novel, practical 
eve “ey keep your advertis- 
ing messages out In front. 


NEW, QUICK, EASY WAY 
TO FIX MASHED POTATOES! 


GONE ARE THE DAYS Or 
WASHING ... PEELING... 
MASHING! GONE ARE 
THE TOIL snv DRUDGERY 


NOW YOU CAN HAVE HOT, CREAMY MASHED 
POTATOES ALMOST AS FAST AND EFFORTLESS 


AS MAKING COFFEE! 


Before your very eyes, and «i See ae ate 
transfor 


toes! Firm end creamy! A treat to your eyes oni « 
challenge to the appetite! 

BOWEN'S M/SHED POTATO SHREDS are =» i+ 
from selected Idaho potatoes, considered by 5 > 
as the finest grown. In the modern Bowen kar 5 
they are washed, peeled. and shredded for you 


without the labor and time of 


Be one of those happy women who can hail 

new food idea with joy! Ask your grocer today / + 

MASHED POTATO SHREDS! Enjoy 4+\ 

cious mashed potatoes minus the time end effory / 

the old fashioned way! Dutributed by Northwestes 
Yeast Company. Chicago, Dinos 


season to taste .. heat, whip and 


Housewives in Terre Haute, Ind., are finding life easier these days with the intro- 


shreds by the Northwestern Yeast Com- 


Testing its new product, Northwestern's copy accents the march 
of progress in asserting that making mashed potatoes is now just as easy as 
Hays MacFarland & Co., 


rege, is the agency. 


package, two are being offered for 
16 cents. 

Northwestern is sole distributor 
for the product, manufactured by 
the Potato Corporation of Idaho in 
Burley. The brand is named after 
the inventor of the process. The 
Tribune is the only medium being 
used in the test, with future plans 
to be determined by the results 
scored in Terre Haute. Hays Mac- 
Farland & Co. is the agency in 
charge. 


Mackay to C-E 

James Mackay, formerly vice- 
president of Mackay-Spaulding, 
New York, has joined Campbell- 
Ewald Company of New York. He 
will serve as account executive and 
will also devote part of his time to 
general creative and merchandising 
work. 


David Expands 


David, Inc., St. Paul agency, has 
opened offices in Seattle and San 
Francisco. Carl Cleveland is in 
charge at Seattle and Richard Wat- 
ters at San Francisco. 


MAILING SERVICE 


Multigraphed letters filled-in equal to 
individually typewritten ones. 


ADDRESSING-MIMEOGRAPHING 
THE LETTER SHOP, Inc. 
440 So. Dearborn St. Wabash 8655 
CHICAGO 


M-W “DISPLAY BOYS’ 4 YEARS 
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Mrs. Consumer in 
the Spotlight at 
All-Day Ad Show 


Chicago, Feb. 1—The Women’s 
Advertising Club of Chicago and the 
Chicago Federated Advertising Club 
were co-sponsors here today of a 
comprehensive program for con- 
sumers designed to publicize the ad- 
vances made by several leading or- 
ganizations in the type of buying 
information now being furnished to 
the public. 

The all-day program included a 
juncheon addressed by Lewis W. 
Waters, vice-president of the Gen- 
eral Foods Corporation and Crump 
Smith, editor of the American Con- 
sumer, performance of a short play 
by members of the Women’s Adver- 
tising Club and a dinner meeting, 
addressed by Paul S. Willis, presi- 
dent of the Associated Grocery 
Manufacturers of America. 

Fifteen companies in a variety of 
fields also collaborated in present- 
ing an exhibit of the buying infor- 
nation material which they are now 
distributing to their customers. 
Women’s club leaders and other 
feminine consumer experts cooper- 
ated with the two advertising clubs 
in staging the event. 

Organizations sponsoring exhibits 
were the American Butter Institute, 
the American Consumer, Armour & 
Co., Borden Company, Household 
Finance Corporation, Hydrox Cor- 
poration, International Silk Guild, 
John F. Jelke Company, Kraft-Phe- 
nix Cheese Corporation, Libby, Mc- 
Neill & Libby, People’s Gas Light & 
Coke Company, Sears, Roebuck & 
Co., Swift & Co., Textiles Education 
Bureau and the Woman’s Home 
Companion. 

Luncheon listeners heard Mr. Wa- 
ters offer a report on General Foods’ 
manifold activities both in research 
and in meeting an increased con- 
sumer demand for information on 
food. 


Foresees Many New Foods 


Among other points, Mr. Waters 
revealed that only 10 per cent of 
known foods are in use to any ex- 
tent and that a considerable num- 
ber of new products may be ex- 
pected within the next few years. 
New products, he added, do not 
mean an increased per capita con- 
sumption of food for the country, 
but rather the supplanting of older 
products. 

Per capita consumption of food, 
he said, is about one ton per year, a 
figure that has remained very nearly 
constant for a long time in spite of 
curves in general business condi- 
tions. Today’s ideal product, he 

id, is one ready to serve or need- 
ing only the addition of a liquid. 

He also commented upon General 
Foods’ introduction of frozen foods, 

being marketed in Northeast 
and Midwest states. Distribution of 
nese foods is being widened, he 

The researcher who paves the 
for a new product or a new 
tment of an old product is often 


NOW(YOU 


°Y 


Try the Raleigh 
: io the next time you 
: visit Washington 
... you'll be glad 
you came. 
from $3.50. 


Rooms 


| 
amazed when he 


finally sees his 
brain child transformed into a piece 
of advertising copy, he commented, 
although adding a tribute to these 
same copy experts for their work in 
making food desirable. He sug- 
gested, however, that artists, in cre- 
ating a “laboratory scene” for use 
in advertising, try to conform to 
facts—and not, for example, show 
the scientist looking through the 
microscope with his right eye. The 
left eye is correct, Mr. Waters 
averred, unless the scientist is left 
handed. 


Warns Business Men 
Mr. Smith delivered a_ blunt 
warning to business that, unless it 
complied with the consumer’s deter- 
mined desire for factual product in- 
formation, “other groups” would 
meet this demand. This was appar- 


| particularly 


| formerly 


ently a reference to such organiza- 


tions as Consumer’s Research. 
Elaborating on his contention that 

consumers are thirsty for facts, Mr. 

Smith quoted from several current 


|examples of advertising in a variety 


of fields, although not mentioning 
the advertisers by name. He was 
critical of women’s 
dress copy and the emphasis on style 
appeal. The fashion element, he 
said, is relatively unimportant to the 
woman buying a dress. 


— 


Seguine Named 

Joseph A. Seguine has been ap- 
pointed manager of sales and mer- 
chandising of United Wall Paper 
Factories, Inc., Chicago. He was 
with Prager Company. 
Worcester, Mass., and previously 
with Asam Brothers, Philadelphia, 
as vice-president and sales manager. 


: 


nS ELOQUENT OKAY...KEN GOES WEEKLY. 
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Rotogravure | Total 


Shows 12.9% Drop 
for the Year 


New York, Jan. 31.—Rotogravure 
linage totaled 11,022,365 during 
1938, Kimberly-Clark Corporation 
reported today. This is a decline of 
1,627,857 lines or 12.9 per cent from 
the 1937 total of 12,650,222. 

An increase of 6.1 per cent in lo- 
cal rotogravure was not large 


‘enough to counteract the decline of 


24.3 per cent in national linage. Lo- 
cal rotogravure totaled 5,048,807 in 
1938, as compared with 4,757,013 in 
1937, a gain of 291,794 lines. Na- 
tional linage totaled 5,973,558 as 
compared with 7,893,209 in 1937, a 
loss of 1,919,651 lines. 

Also issued today was the report 


1 Res Ww 


on December rotogravure linage 
which totaled 1,344,998, a decline of 
15.4 per cent from the 1,590,681 
lines used in December, 1937. 

Again local linage showed a gain 
of 4.9 per cent as opposed to a 32.6 
per cent decline in national roto- 
gravure. December local linage was 
764,040, as compared to 728,544 in 
1937. National linage totaled 580,- 
958, as compared with 862,137 in 
1937. Of the December total, 216,- 
606 lines were color roto. 


Tradepress Expands 

Tradepress Publishing Corpora- 
tion, New York, has merged with 
Haynes & George Company, New 
Taven, Conn., publisher of Chemi- 
cal Industries and Chemical Indus- 
tries Guide Book. The two publi- 
cations will be published in New 
York by Tradepress. 


ao a 


~ APRIL 


With a higher ante per copy than 


any other weekly, with an editorial 


appeal restricted 


to the above- 


average in intelligence, Ken as the 


only 25¢ weekly will offer an audience 


consisting only of the spend-eager 


and the intelligence-tested, a class 


market unique in the weekly field. 
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Joint Committee 
Reports on Rural 
Radio Listening 


Fewer SetsThanin 
Cities, But Use Is Rated 
as Higher 


New York, Feb. 2.—Though only 
69 per cent of the country’s rural 
families own radio sets, as com- 


pared with 91 per cent of urban 
families, the former’s median hours 
of daily use are 4:47, compared 
with 4:09 for the latter. Based on 
sets in use some time during the 
day, median hours of daily use by 
rural families are 5:18, compared 
with 5:12 for urban families. The 
number of rural radio families lis- 
tening some time daily is 89.1 per 
cent, compared with 80.4 per cent 
for urban radio families. 

The peak of rural listening is 
reached between 6 and 10 p. m. 
daily, when an average of 50.9 per 
cent of all sets are in use. Satur- 
day and Sunday peaks are estab- 
lished at from 6 to 9 p. m., when 
45.5 and 46.6 per cent, respec- 
tively, of all sets, are tuned in. 

These are the highlights of the 
long awaited rural study of. the 
Joint Committee on Radio Re- 
search, publicly released 
though submitted to the National 
Broadcasting Company and Colum- 
bia Broadcasting System, 
financed it, on May 31, 1938. The 
figures cover the situation as of 
Jan. 1, 1938, the committee said. 

The Joint Committee on Radio 
Research was founded in 1935 by 


in COVERAGE 


in the states that are 


Ist in Farm ape 


_ Actually TWICE the paid © 
_ circulation of any other 
farm medium in the — 

P' 3 midwest i 


“Gocused” Aduertising in 

THE MIDWEST 

FARM PAPERS 
he Farmer, ay 


‘Wallaces’ Farmer and towa 
Homestead 
Nebraska F 


eam 


today, | 


the Association of National Adver- 
tisers, American Association of Ad- 
vertising Agencies and the National 
Association of Broadcasters. 


Benson on Methods 


Technical details of the rural 
radio study will be presented in a 
volume to be released shortly. John 
Benson, Four A’s president, and 
chairman of the Joint Committee, 
however, touched briefly on the 
technique in the current report. 

“The problem was referred to 
the Joint Committee’s Technical 
Sub-Committee,” he _ said, “and 
after considerable preliminary 
analysis, it was determined that a 
personal interview study should be 
conducted, to permit the most care- 
ful and thorough approach to a 
group of which so little was known. 
When its plan was completed, the 
Technical Committee had evolved 
by far the most thorough survey of 
its kind ever attempted in the rural 
areas—20,362 personal interviews 
in 955 townships in 96 counties 
representative of all rural areas in 
the United States. 

“The job to be undertaken was 
not simply a study of the farmer, 
but of all types of rural dwellers. 
It was to be a cross-section of the 
small town and village residents 
engaged in business, or other non- 
farming occupations, as well as of 
the farmers themselves and of their 
families, since the two groups are 
largely interdependent, the village 
| being the bridge between the farm 


jand the city.” 
After thanking various govern- | 
ment departments and _ bureaus 


|which assisted in development of 
| the survey plan, Mr. Benson said 


which that the Hooper-Holmes Bureau | ™°'© 


|was selected for the assignment 
| because of its familiarity with the 
|farm and rural communities. 

“All of the facts and figures in 


|this survey have been obtained 
and compiled by the Joint Com- 
mittee on Radio Research. This 


printed presentation is the work of 
the National Broadcasting Company 
and the Columbia _ Broadcasting 
System, using the Joint Commit- 
tee’s figures, without change or 
addition.” 
Follow U. S. Pattern 

In the study, the U. S. Census 
Bureau's definition of “rural” was 
followed, the survey covering rural 
farms and villages of less than 2,500 
population, and excluding the sev- 
eral hundred thousand people liv- 
ing on farms in urban areas. Rural 
families are estimated by the Bu- 
reau of the Census to number 
13,721,000. Since the interviews 
numbered 20,362, they covered only | 
0.148 per cent of the total, or 1 out | 
of every 673 rural families. The 
Gallup surveys, however, have 
established the _ principle that 
proper representation of all classes | 
is more important than mere num- 
bers. 

Total rural radio families re- 
ported by the Joint Committee 
number 9,470,900, or 69 per cent 


of all rural families. This compares 


agency who can use 


such an organization 


zines, newspapers, 


dent of Chicago. 


I Want to Make a Change | 


I want to cast my lot with a live, growing 


20 years dealing with major companies con- 


tacting national advertisers. I can bring to 


in all branches of media including maga- 
radio and outdoor—a 
better than average record in merchandising 
and market analysis—a complete under- 
standing of mechanical production—a suc- 
cessful knowledge of client contact—average 
writing ability. But. I am no artist! 


the early forties, of sound health and a resi- 


Box 1642 Advertising Age, Chicago 


an experience of over 


a thorough experience 


Am in 


ALAS! THE GOOD OLD DAYS ARE NO MORE 


You Needn’t Walk 


Your Baby . 
Back Home! ; 


. When you are out 
on an old fashioned cut- 
ter ride. Ever try it? 
really miss ng 
something! 


You're 


Some of the same snappy horses that you enjoyed riding this sum- 
mer are now ready to give you a real thrill on the cutters. So get 
busy—Call up the “Honey” or ask the wife how she would enjoy this 
old time sport. Take a “single” by yourself or get up a small party 
and take the “two-seater.” 


By the way—the kiddies go wild about Cutter riding—and of course 
you've heard all about “Sequin’'s Sleigh Rides.” These well lighted, 
radio equipped sleighs of ours are the talk of the town. Better make 
your party up right now. 


FOR DETAILS ON BOTH CALL— 


LEO SEQUIN - 890-W 


Sleigh rides, 1939 vintage, are dramatized in this newspaper copy by Leo Sequin, 
Marinette, Wis., stableman. 


17,195,600 urban fully accessible to the radio. 


with radio fam- This 
ilies, which represent 91 per cent| reservation must be made even 
of the total classification. The | though some farmers were found to 
committee concludes that  total| have radios installed on tractors, in 


barns and even in the more inti- 
mate outbuildings.” 

Listening to the radio is estab- 

lished as the favorite nightly sport 
of rural dwellers, the report fixing 
the peak of 50.9 per cent of all 
sets owned as being reached from 
6 to 10 p. m. during the average 
weekday. No other period is com- 
parable to this in popularity, the 
with 8.2 years for urban families.| audience from 10 to midnight de- 
Rural radio families owning an/|clining to 29.6 per cent. 
'automobile are placed at 7,775,609,; The report includes a discussion 
or 82.1 per cent, compared with | of availability by sexes and ages, 
67.9 per cent for urban families.|and concludes: 
Rural radio families owning an “The overall picture, 
auto-radio number’ 1,269,101, or|availability to the radio is con- 
13.4 per cent, compared with 19.6| cerned, indicates that there is a 
| per cent for the urban field. large potential audience at home 
at any time, day or evening, 
Larger Percentage Listens throughout the rural areas. There 
is also considerable latitude as to 
the ‘best time’ for each of the 
8,438,572, or 89.1 per cent, for the various age and — groups, insofar 
average weekday, compared with | 2S a9 ay © ae S om 
the urban figure of 80.4 per cent. cerned. 
The Saturday figure is placed at 


8,315,450, or 87.8 per cent for rural | Connor Appoints Hazard 


| families, compared with 76.7 per ’ 
| cent for rong The Sunday weer | ag ao eal. met ape 
| New York, has been appointed to 


radio families of the country num- 
ber 26,666,500, or 82 per cent of 
ithe 32,641,000 families. 

Rural radio homes with two or 
sets number 549,312, or 5.8 
per cent of all rural families, com- 
paring with 19.8 per cent for urban 
families. The median number of 
years radio families have owned 
sets is fixed at 7 years, compared 


insofar as 


Rural 
sometime 


radio families listening 
daily are reported as 


}age declines to 8,163,916, or 86.2 | direct the advertising and sales pro- 
per cent of rural families, com-| motion activities of the Consoli- 
|pared with an urban average of|dated Air Conditioning division of 


76.7 per cent. The rural seven-day 
|}average is placed at 8,381,746, or 
| 88.5 per cent, as against 13,722,089, 


| W. B. Connor Engineering Com- 
|pany, New York. Plans are being 
| formed for exploitation of the com- 
| or 79.8 per cent, for urban families, | P@Y'S s line of odor absorbing equip- 
| The country’s seven-day average of aa spidicticasca laa 
|radio families listening some time | ; 

| daily is thus estimated at 22,103,835, | 
or 82.9 per cent of the 32,641,000 
sets owned. 


Belyea to Frost 


Harry A. Belyea has been ap- 


Numerically, Pennsylvania is the | pointed representative of The Harry 
leading rural radio state, 625,500,| M. Frost Company, Boston, in its 
. Ww Tice i Iortl: > 
or 85 per cent of all rural families | "°W Office in Portland, Me. 


owning sets. On a percentage basis, | 


NBC Held Liable 
for Jolson’s 
Ad Libbed ‘Slur’ 


(Continued from Page 1) 


During the interview Mr. Jolson, jt 
is claimed, spoke of the Summit as 
“a rotten hotel.” The hotel claimed 
that its business suffered exten- 
sively as a result of this remark. 

NBC did not deny the remark but 
contended that it was “ad libbeq” 
and that the broadcasting company 
was therefore not responsible. Mr. 
Jolson, though serving as the un- 
witting perpetrator of the affair, 
was not even drawn into the suit, 
save by name, inasmuch as the 
courts held that there could only be 
one defendant and the hotel thus 
directed its charge against NBC 
alone. 


Judges Explain Ruling 


Three judges—Thomas A. Crich- 
ton of Tioga County; John J. Ken- 
nedy of the Allegheny Common 
Pleas Court and W. Heber Dithrich 
—concurred in yesterday’s verdict. 
The latter commented: 

“Our ruling established a new 
law in this state in which a broad- 
casting company becomes liable for 
whatever goes out over the air, 
whether it is ‘ad libbed’ or not. At 
least it is a new ruling unless the 
Supreme Court upsets it. 

“This opinion makes the radio 
company’s position analogous to that 
of the publisher of a newspaper.” 
The liability, he added, applies both 
to sustaining and commercial pro- 
grams. 

It is expected that NBC will con- 
tinue its appeals to the courts, al- 
though no official comment has been 
made. 


Outdoor Man 


Dies in Crash 

Chicago, Feb. 1.—Funeral serv- 
ices were held here today for Harry 
Daniel Briggs, president, Briggs 
Outdoor Advertising Company, who 
died in Michigan City, Ind., Sunday, 
following an automobile accident. 

Mr. Briggs, who was 49 years old, 
took over some of the _ painted 
boards of the Williamson Outdoor 
Advertising Company several years 
ago. He converted some of these 
boards into poster structures, but 
was reported to have met increas- 
ing difficulty in competing with 
standard plants operated by local 
owners in the states bordering Illi- 
nois and in servicing his boards 
from Chicago. 


“Hello, Mr. North” (Aubrey, Moore & Wallace, lac.) 


(You soy MARKET ? 


If you like figures, Peoriares 
has 605,000 people in it, the 
state of Arizona 495,000! If 
you aie results at low cost, you 
can cover Peorlarea with one 
station WMBD. It's the home 
of the richest farm lands and 


the largest whiskey distilleries 


in the country. 
Free & Peters, Fg y hen 
ic. s F 


Nat'l Reps, ilo 


the honor goes to Rhode Island, 
where 17,500 of 18,000 rural fam- 
ilies, or 97 per cent, own 
| The Pacific Coast ranks highest 
las a section, according to the re- 
| port, 96 per cent of all its rural 
| families owning radios. The sur- 
vey also reveals significant differ- 
ences in Pacific Coast listening 
habits as compared with the re- 
mainder of the rural population. 


e 
How to 


radios. 


“Rural radio families evidently savings 
rise earlier in the East than they 
do on the Pacific Coast,’ said the 


report on this score. “Nearly three- 


quarters of the adults are ‘at home 

and awake’ between 6 and 7 a. m 

in the Eastern time zone, while 

| little more than half rise before Write or 
|7 a. m. on the Pacific Coast.’ 


Question of Availability 


While the 
ability” of 


the 
dwellers 


study of 
rural 


“avail- 
will be 


withheld until the final section, the 
report said that “so many farming | 
occupation: center around the 


barns and the homestead itself that 
members of the family may well be 
i‘at home’ without necessarily being 


CUT PRINTING COSTS 


Use PLANOGRAPHY—enjoy four-way 


... and unusually high quality! 


Your job is combined with several 
others on a large plate—you pay only 
a fraction of the cost of plate and press! 


This makes possible lower unit costs! 


° . af 
phone for complete price list: 


360 N. MICHIGAN AVE- 
CHICAGO, ILL. 
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Film Stars to 
Continue Top Roles 
on Radio Shows 


(Continued from Page 1) 
from, greater use of Holly- 


awa) . 

wood stars in commercial broad- 
casting. Both Columbia Broadcast- 

ing System and National Broadcast- 

ing Company have recently opened 

studios in Hollywood to originate 

network broadcasts, thus making it 


possible for movie stars to continue 
their radio work while making pic- 
res. 

‘ A number of cases in which radio 
has built up movie players to star- 
dom were pointed to as evidence 
that there is no likelihood of a gen- 
eral adoption of an anti-radio policy 
by major studios. A United Artist 
official declared that Claire Trevor, 
now a UA star, was playing in class 
B pictures until her “Big Town” 
program with Edward G. Robinson 
brought her fame. Robinson is said 
to have gained a movie pay raise 
through his radio success. 

At the offices of MGM it was 
indicated that no changes are con- 
templated in connection with the 
“Good News” program for General 
Foods’ Maxwell House coffee, fea- 
turing Robert Young and other 
stars. The MGM attitude is that 
radio activity does not ordinarily 
affect a star’s popularity on the 
screen, but that radio should be at- 
tempted only by entertainers, like 
comedians and singers, whose tal- 
ents can be utilized to good advan- 
tage before an invisible audience. 


Marshall Field 
Promotes Palmer 


James L. Palmer, director of sales 
promotion for Marshall Field & Co., 
Chicago, has been appointed to the 
newly created position of assistant 
to the president. Prior to joining 
Field three years ago, he was a 
teacher in the school of business 
of the University of Chicago. 

Mr. Palmer’s former duties have 
been taken over by Charles C. 
3unker, vice-president and mer- 
chandising manager. 


Bailey to Speak 


H. W. Bailey, director of business 
promotion and research for Scripps- 
Howard Newspapers, will address 
the New York Newspaper Promo- 
tion Group at a luncheon on 
Wednesday, Feb. 8. He will point 
to a “1939 challenge to newspapers” 
and suggest ways of meeting it. 


To Address Marketers 


Philip Salisbury, editor, Sales 
Management, will be the speaker at 
a meeting of the Chicago chapter of 
American Marketing Association at 
Stevens bldg. restaurant, Tuesday 
evening, Feb. 7 


Quinn in New Post 


Stanley J. Quinn has joined the 
Institute of Public Relations, New 
York, in an executive capacity. 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Predicts Aged Will 
Replace Young as 
Chief Consumers 


Dickinson _ Envisions 
Decline in Lower Age 
Groups by 1968 


Chicago, Jan. 31.—The present 
winter population of St. Petersburg, 
Fla., is typical of what the popula- 
tion of Northern cities will be like 
a few decades hence—a great per- 
centage of old, retired persons and 
fewer children and young people— 
Frank Dickinson, associate professor 
of economics at the University of 
Illinois, told the Chicago Federated 
Advertising Club last week. 

Declines in the birth rate and the 
shutting off of immigration, together 
with lengthened life spans brought 
about by advances in medicine and 
other sciences, are rapidly changing 
the population of this country from 
one dominated by youth to one 
dominated by old age, he said. 

Unless drastic changes occur in 
the present trend, he declared, there 
will be 25 million people over 64 
years old in a total population of 
150,000,000 in 1980, compared with 
only 8,500,000 in a present popula- 


tion of 132,000,000. At the same 
time, the percentage of youths and 
children will decline at about the 
same rate as the old age group in- 
creases, while the middle life group 
—from 21 to 64—will remain fairly 
stationary, although this group as a 
whole will become older in average 
age. 


Cites Merchandising Trend 


These changes in the population 
structure, together with a static or 
declining figure for the total popu- 
lation, will create changes of the 
most significant kinds from the 
standpoint of advertising and mer- 
chandising, Prof. Dickinson said. 

Those products which depend 
upon broad per capita consumption, 
such as staple foodstuffs, will in- 
evitably suffer from the change, 
while the market for products to 
which considerable value is added 
through manufacturing or tech- 
nological improvements will not be 
greatly affected, and those products 
and services which have a particu- 
lar appeal to older persons will ex- 
pand greatly. In this latter group 
are such things as travel, particular 
forms of life insurance and annui- 
ties. 

With the changes in age groups 
are likely to come further changes 
in the distribution of population 
throughout the country, the pro- 
fessor declared. He pointed out 
that the population of the Southeast 
states is still increasing very rap- 
idly, whereas elsewhere a decline 


has already set in. With greater 
masses of the population in the 
upper age groups and retired, this 
trend toward the Southeast, and 
particularly Florida, is likely to be 
accentuated, he said. 

While these trends may not flower 
fully until 30 or 40 years hence, they 
deserve the serious consideration of 
marketing executives now, he said. 
He pointed out that 1938 statistics 
will prove that year to have been 
the best from a health standpoint 
in the history of the country, and 
will also show a substantial increase 
in the number of births, but he 
warned that figures for this year are 
misleading, as far as births are con- 
cerned. The population now con- 
tains an unusually large number of 
women of child-bearing age, he 
said, whereas there will be com- 
paratively few of that age 20 years 
hence. 

Turning from the advertising and 
merchandising implications to the 
broader field of social and political 
possibilities, Prof. Dickinson de- 
clared that beyond a doubt the next 
great pressure group in the United 
States will be the aged, and that 
this country is rapidly going to be- 
come an_= age-conscious nation, 
rather than a class-conscious one. 

It is entirely possible, he said, 
that in the predictable future young 
employers and young employes may 
stand together against the exploita- 
tion of youth by the aged. Pensions 
for the aged, of one kind or another, 
are bound to come, and only an old- 


age conservative party can be as- 
sured of political prosperity in the 
future, in his opinion. 


Promotion Linage 
Shows Increase 
for January 


Chicago, Feb. 2.— Promotional 
linage in the advertising press dur- 
ing January totalled 215,992 lines, 
according to a report released here 
today. This was off from the 248,- 
038 lines carried in January, 1938, 
but was considerably more than the 
192,304 lines published during De- 
cember. 

The percentage of the total adver- 
tising placed by newspapers during 
January increased to 28.4, with this 
medium’s linage totaling 61,404. 
Magazines used 37,436 lines, or 17.3 
per cent of the total, and radio ac- 
counted for 32,298 lines, or almost 
15 per cent of the total. Business 
papers were next in line, with 24,- 
318 lines, or 11.3 per cent of the 
total. 

Actual linage carried by the six 
papers upon which this tabulation 
is based was as follows: 


Lines 
ADVERTISING AGE (wW)....... 86,058 
Advertising & Selling (m).. 25,424 
Prentere Imke CW). ccccccacs 35,686 
Printers’ Ink Monthly...... 12,012 
Sales Management (sm).... 36,582 
ED ss bsalaa Neus dunce 20,230 


WORLD HEADQUARTERS FOR MODERN MECHANICAL BOOK BINDINGS 
148 LAFAYETTE STREET + NEW YORK «+ CANAL 6-0865 


71 Clinton St Mex ufac 


S red under U 
tents pend: ng. 


Patents for 


Spiral Binding 


“Would you like to see my ware?” 


said the Buy-man, “You've got something there!” 


Spiral Binding Company, 


Spiral Simon met a Buy-man 
Going to the Fair 


Said Spiral Simon to the Buy-man: 


“Um-m, ” 


The official World's Fair colors: Orange and Blue — both on a single spiral — command attention 
among all Fair-minded business men. Orange and blue spiral affords the perfect tie-up for pro- 
ductive promotion pieces, booklets, catalogs, etc., for 1939. Spiral is the only one-piece mechanical 


binding available in this two-color combination. Samples—on your own job, gratis. 


Ine 


Patents 


A spibabpamas erie OFFICES: HOL YOKE, MASS., 54 Winter St.; CHICAGO, 732 NAME 

sama LADELPHIA, 124 N. iSth St.; BOSTON, 470 Atlantic Ave.; ST. LOUIS, | MMMM evsereeee sere reer ee eees 
] 05 § oth. St Cu VI LAND 1101 Power Ave LICENSEES: BALTIMORE, The Oscar T. 
S th & Son Co., 407 E aratoga S ROC! 1ESTER Wm. F. Zahrndt & Sons, 77 St 
Paul St.; DETROIT, The Burkhardt Company, Larned & 2nd Sts.; LOS ANGELES, PPE Sone ccdeidseasess 
J. A. Pelezzare, 1220 Maple Ave.; SAN FRAN a4 CO, T. J Cardoza Ltd., 511 Howard 

ITT S St C 421-47 th Av REPRESENTATIVES: NEWARK, 

} Br & Mc x 
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Successor’ to the 
Washing Machine 


(Continued from Page 1) 


formation on which to base her let- 
ter as well as a wealth of data 
which points to the Bendix home 
laundry as peerless in its field. 

The chart is divided into three 
sections, one for the “home mana- 
ger doing own wash,” one for those 
having the laundry done at home 
by a laundress, and the third for 
those patronizing commercial estab- 
lishments. In each case, leading 
questions are asked, with the re- 
sponse for Bendix home laundry 
printed. In the first classification, 
the questions number 16, the first 
being, “Do you have the nasty job 
of scrubbing and_ scouring the 
washer tub after washing?” In the 
column for the Bendix home laun- 
dry is printed “No,” the contestant 
making her own response in the 
column headed, “Present Method.” 


Selling Steps Listed 


The dealer contest, in which win- 
ners of the Havana jaunt will be 
determined by a quota system, offi- 
cially started Jan. 15, so that deal- 
ers might set the stage for the big 
opening this week. Chief of the 
preliminary projects was education 
of salesmen with three motion pic- 
tures, accompanying study books 
and an examination in each to de- 
termine how thoroughly the field 
men had assimilated the instruc- 
tion. One film is “Demonstrations 
That Sell,” another is “Get Started 
Right,” and the third is “Know ’em 
and Close ’em.” The films are 
shown about a week apart, the 
salesmen conning their text books 
between exhibitions. 

Besides staging this training 
course, every dealer is expected to 
do six things to make the campaign 


- * 
Bourbon Distillers! 

Part of your market is coming to 
New York for the World’s Fair. 
Be sure your brand is well repre- 
sented. Use the medium that reaches 
96% of the package stores and 76%, 
of the bars, grills, hotels. 


BEVERAGE RETAILER WEEKLY 


1819 Broad way, New York, N.Y. @ Circle 6-8181-2-3-4 


TRADEMARK DEBUT 


Quali 


qe 
ws 
ee 


Heralding the fact that all Berry Brothers 
paint products meet the same rigid stan- 
dards that rule the company's aircraft 
finishes, this new trademark has been 
introduced in connection with expansion 
of Berry efforts in the consumer field. 
Wolfe-Jickling-Dow, Inc., Detroit, is the 
Berry agency. 


a success: Call on every customer 
and prospect, telling each about the 
opportunity to win a Bendix free; 
invite every woman into his store 
to see the laundry and get contest 
blanks; give enthusiastic attention 
to every visitor; use local newspa- 
per advertising of his own; put in a 
special window display provided by 
headquarters to identify his store 
as contest headquarters, and mail 
the special comparison campaign 
folders to prospects. The telephone 
is recommended as the quickest me- 
dium for contact with customers. 


Booklets in Color 


Special booklets in color are be- 
ing sold to dealers for a nominal 
sum, and newspaper mats and va- 
rious other helps are being made 
available. In addition, however, 
the completeness of the campaign is 
indicated by a “Raceway trailer,” in 
which retailers are urged to invest. 

“This handy trailer solves a big 
problem,” Bendix is telling its deal- 
ers—‘that of getting the home laun- 
dry to the prospect’s home. Can be 
kept loaded, hitched in a jiffy to 
any car. Easy to load and unload 
and makes an eye-catching adver- 
tisement for the Bendix home laun- 
dry every minute it’s on the street. 
Will soon pay for itself in the in- 
creased number of home demon- 
strations and sales it permits your 
salesmen to make.” 

The company also urges salesmen 
to secure names of five prospects 
from every buyer of a Bendix home 
laundry. Every name taken off the 
list through a sale, it says, should 
be replaced by the names of five 
new ones secured from the grateful 
user. 

Brooke, Smith & French, Detroit, 
handles the Bendix account. 


To A MIDNIGHT-OLL BURNING 


Aieeount 


Executive 


Wy /z, When the candle of inspiration starts 
> II = to flicker and it looks as though THE 
7 /| | campaign of the year will never get 

| | whipped into shape—knock off and 


come to 


The Shelton. Enjoy the 


pool, the gym, the library or relax in 


— 
_ ff the solarium. No extra charge for 
it \) ; i 
Cr } LL _ these club comforts. Stay overnight 


in a restful room and go back to the 


The She 


advertising man’s world. 


office refreshed. 


lton is in the center of the 


DAILY from $3.50 
Special Weekly and Monthly Rates 


SHELTON HOTEL 


LEXINGTON AVENUE AT 49th STREET - NEW YORK 


Index of Retail Activity in 80 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1939, by Advertising Publications, Inc.) 
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Now “Beverage Times” 

Bar, Grill and Tavern Weekly, 
New York, has changed its name to 
Beverage Times. 


TORONT( 
MONTREAL 
WINNIPEX 


LONDON Eng 


a 
; a | 
20 RETAIL ACTIVITY 
+15 in MAJOR MARKETS 
Compared with Last Year 
Week-by-week 
+10 variation a> aa 
Total variation —ON OF 
year to date 
*$ 
LAST 
YEAR Pr sat el 
= 
- 10 
- 15 
7 14 21 28 4 ul 18 25 4 " 18 25 1 
. y « - J — —,- —D ~ 
JANUARY FEBRUARY MARCH APRIL 
% Gain % Gain 
4-Week 4-Week 4-Week or Loss’ or Loss 
Period Period Period 1939 1939 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City Jan. 30, 1937 Jan. 29, 1938 Jan. 28, 1939 1937 1938 Jan. 29,1938 Jan. 28,1939 Loss 
SEP, Gh. sasveces ess 1,042,144 861,874 652,052 —37.4 —24.4 208,089 156,352 —249 
PO eres eee 462,139 366,184 377,783 —18.3 +3.2 98,623 109,242 + 10.8 
EO, Gs aca cevsave 870,996 986,916 1,071,420 + 23.0 +8.6 234,458 266,336 +13.6 
Saltimore, Md. ....... 1,511,105 1,455,132 1,338,212 —11.5 —8.0 344,241 317,027 —7, 
Birmingham, Ala. .,... 811,258 802,760 804,776 —0.8 +0.3 202,160 228,270 +12.9 
SOGCOM, BEBSE. .ccevcese 1,497,022 1,445,039 1,462,644 —2.3 +1.2 289,418 334,338 -+ 15.5 
Bridgeport, Conn, dha 663,348 655,340 669,284 +0.9 +2.1 170,352 165,564 —2.8 
ie ed wle eased 1,082,998 1,140,874 943,418 —12.9 —17.3 258,650 232,680 —10.1 
Oe ee ere 314,495 238,042 244,283 —22.3 + 2.6 65,753 56,856 —13.5 
Cedar Rapids, Ia....... 297,850 286,454 303,170 +1.8 +5.8 56,630 69,888 23.4 
Charleston, W. Va 674,555 714,386 685,951 +1.7 —4.0 197,624 183,232 —7.3 
Chattanooga, Tenn et 427,323 406,573 469,462 +9.9 +15.5 107,073 108,401 +1.2 
a eee 2,120,503 2,010,676 1,859,133 —12.3 —7.5 431,645 425,030 —1.5 
CimGinmati, O. ...s006 e 956,613 1,069,234 1,037,446 + 8.4 —2.9 250,481 239,234 —4.5 
Ceram OO .,eeccaee 1,385,091 1,451,461 1,195,048 —13.7 —17.7 338,943 288,239 —14.9 
ee: rrr 962,069 887,992 920,448 —4.3 + 3.7 204,863 202,266 —1.3 
a 1,378,845 1,461,584 1,448,192 + 5.0 —0.9 382,460 356,534 —6.8 
DAVORDOPt, IG. ..cccccs 568,056 600,568 537,410 —5.4 —10.4 150,752 135,926 -~—9,8 
OE re 952,77 912,864 867,104 —%.0 —5.0 193,306 203,942 +55 5] 
BPONVOP, COO, .ccccccce 639,145 616,062 654,445 +3.9 + 6.2 151,785 143,786 —5.3 4 
Des Moines, Ia........ 426,806 432,793 426,750 ee —1.4 101,069 99,391 —1.7 
BPOGreet, BEIGR. ..cccese 1,508,444 1,360,141 1,317,355 —12.7 —3.2 321,840 328,623 + 2.1 
eS 683,876 729,543 656,544 —4.0 —10.0 191,534 167,020 —12.8 
3, Sree re 546,860 588,458 563,570 +3.1 —4.2 138,180 153,272 +10.9 a: 
ttEvansville, Ind, ..... 682,220 SS7.558 #£§;  aseeenecs er ieee SF) =e okie 
Fall River, Mass....... 222,200 203,741 212,571 —4.3 + 4.3 51,800 61,497 +187 
ee SPP eee 506,520 529,956 88,832 +16.3 +11.1 119,000 140,196 +17.8 4 
Fort Wayne, Ind...... 736,260 695,604 695,737 —5.5 es 150,654 165,340 +9,7 
ens Me -+anddeaesewa 513,031 392,926 360,073 —29.8 —8.4 90,796 89,442 —1.5 
Grand Rapids, Mich.... 691,404 593,142 608,658 —11.9 +2.6 153,416 153,754 +0.2 
oo) Oe es ee 421,889 383,552 382,470 —9.4 —0.3 98,036 103,215 + 5.3 2 
eOUStON, TOR. .icccecie 1,040,354 1,030,540 1,038,636 —O0.2 +0.8 254,128 273,840 -+- 7,8 , 
Indianapolis, Ind. ..... 1,140,510 1,158,974 1,005,086 —11.9 —13.3 239,260 184,098 —23.1 
Jacksonville, Fla. ..... 616,252 546,877 580,860 —5.8 + 6.2 142,086 149,282 +5.1 Be 
Jersey City, N. J....... 147,171 137,587 110,359 —25.0 —19.8 32,065 22,698 —29.2 Bm 
Kansas City, Kans..... 184,947 186,529 187,467 +1.4 + 0.5 41,020 42,259 a 
Knoxville, Tenn. ...... 619,514 630,126 615,620 —0.6 —2.3 180,376 152,824 
Little Rock, Ark....... 618,964 607,404 589,064 —4.8 —3.0 161,588 171,976 
Los Angeles, Cal....... 1,740,168 1,681,674 1,774,401 +1.9 +5.5 383,936 413,312 
ttLouisville, Ky. ...... 733,247 992.623 921,906 + 25.7 —7.1 236,977 223,679 
I I ad ik ee ang 650,566 584,934 556,908 —14.4 —4.8 144.690 135,760 
Manchester, N. H...... 238,314 263,072 243,992 +2.4 —7.3 64,552 58,154 
Memphis, Tenn, ...... 741,232 769,664 705,796 —4.§ —8.3 187,586 169,204 
Milwaukee, Wis. ...... 1,157,348 1,100,497 989,069 —14.6 —10.1 253,761 184,742 
Minneapolis, Minn..... 1,121,007 999,012 1,005,785 —10.3 +0.7 242,139 241,833 
New Bedford, Mass.... 251,798 232,764 211,778 —8.6 =—=9.6 53,494 49,224 
New Haven, Conn...... 539,478 625,030 639,156 —0.1 +2.3 147,910 153,930 
New Orleans, La....... 1,553,003 1,256,566 1,029,056 —14.4 +5.8 287,973 315,620 
tNew York, N. Y....... 4,678,475 4,359,154 4,1/1,963 —12.1 —5.7 972,453 968,337 
tBrooklyn, N. Y....... 521,202 349,315 339,765 —34.8 —2.7 = 87,436 110,336 
Sa, rarer 638,806 632,716 656.796 + 2.8 +3.8 153,328 159,936 
oe | 473,346 515,491 511,810 + 8.1 —O0.7 124,681 121,233 
Oklahoma City, Okla... 746,270 784,742 749,574 +0.4 —4.5 205,800 194,376 
yw Se See 720,506 726,039 736,961 +2.3 +1.5 160.030 179,393 
Philadelphia, Pe. siscss. BRS 2,031,136 1,935,866 —7.9 —4.7 06,580 470,039 
Phoenix, Ariz. ........ 480,704 572,376 902,922 + 4.6 —12.1 125,678 118,594 
Pittsburgh, Pa. ....... 1,646,190 1,485,148 1,332,142 —19.1 —10.3 345,366 314,552 
Portland, Ore. ........ 859,361 691,292 840,672 —2.2 +21.6 190,540 214,900 
Reading, Pa. ......... 675,318 634,578 656,995 —2.7 +3.5 158,298 159,603 
Richmond, Va. ....... 816,900 802,200 813,050 —0.5 +1.4 176,022 193,116 
§$Rochester, N. Y...... 1,241,220 1,026,136 1,020,071 —17.8 —0.6 244,102 247,491 
tock Island-Moline.... 24,174 541,996 508,256 —3.0 —6.2 129,346 114,408 
Sacramento, Cal. ...... 595,252 536,368 569,450 ——4 3 + 6.2 132,328 145,334 
San Antonio, Tex...... 428,554 428,125 471,602 +10.0 +10.2 100,927 111,738 
San ot! eee 1,099,182 957,796 935,088 ow 4.9 ——$,4 221,774 200,774 
San Francisco, Cal..... 1,044,223 1,087,554 1,135,337 +-8.7 4.4 262,441 281,753 
Seattle, Wash. ........ 666,428 587,202 730,054 +9.5 24. 146,608 172,770 
**South Bend, Ind...... 653,265 526,060 399,215 —38.9 24.1 114,541 89,376 
Spokane, Wash, ....... 916,320 537,852 488,474 —7.3 —9.2 119,112 126,224 
St. Louis, Mo... 1,289,120 1,180,790 1,152,955 —10.6 2.4 280,580 268,995 J 
St. Paul, Minn......... 810,742 850.178 722.412 -10.9 —-15.0 181.064 148,726 —17? 
myracuee, N. Y.....c0s- 742,513 658,990 706,993 —4.8 + 7.3 151,368 159,908 +5.6 
*Tacoma, Wash, ...... $38,906 395,598 401,408 8.6 aS | 95,984 94,682 —1.4 
SOMPO, PIB. 6 osccsceee 130,280 434,042 $22,254 —1.9 —2.7 128,912 103,656 —198 
Toronto, Ont., Can . 1,588,938 1,319,084 1,221,879 —23.1 7.4 351,277 351,165 vee 
—— ee > a oe 
Proy, N. Y..eeseeeseees 261,940 226,352 240,128 —8.3 +6.1 58,884 52,122 -11.9 
Tulsa, Okla. .......... 597,520 655,432 607,418 +1.7 7 164,326 149,072 —% 
Washington, D. C.... 2,475,088 2,239,265 2,440,166 —1.4 +8.9 498,551 554,163 +114 
Worcester, Mass. ..... 757,760 844,377 700,923 —7.5 —17.0 192,223 183,029 — 
Youngstown, O. ....... 580,655 530,354 473,938 o~f8.4 i666 135,887 119,178 —1% 
Es uae _ nnd ; rekancae S Pai sed si ctniti Peis, pee 
ROR. eetareddeeuse 69,151,415 66,231,482 64,395,657 —6.9 —2.8 15,723,619 15,506,307 =A 
{fAkron Times-Press discontinued Aug. 28, 1938. 
tNew York American discontinued June 24, 1937. 
‘Brooklyn Times-Union discontinued June 8, 1937 
§Journal and Sunday American discontinued June 8 1937. 
*Daily Ledger discontinued June 22 1937. , 
**News-Times discontinued Dec. 28, 1938. 
Figures for current week no receiy icures > . from ] 
TtWeek of 1937 low, due so Boor. Sree AN Reurss Coduntes Srom ” 
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Kellogg Urges 
Grocers to Profit 
by Vitamin Sales 


(Continued from Page 1) 
tising is “Vitamins give you pep— 
Pep gives you vitamins.” 

In addition, the whole vitamin 
story is briefly summarized in Pep 
copy, emphasizing benefits ascribed 
to these newly discovered elements, 
and telling the various food prod- 


ucts in which the different vitamins 
are found. 
Grocers have been furnished 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
eash with order. 


“Positions Wanted,” 
30 cents a line, 


“Representatives Wanted,” 
minimum charge $1. 


and 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


Write for descriptive 
insertions. 


folder describing discounts for term 


POSITIONS WANTED 


POSITIONS WANTED 


with a Kellogg portfolio which con- 
tains a pictorial chart as a conveni- 
ent way of remembering the vita- 


space salesman, 28. 4 yrs. exp. Chi- 
cago rep. Travel own car. Now em- 
ployed. Seeks better opportunity. 

Box 1645, ADVERTISING AGE, Chgo. 


mins, their individual benefits, and 
the food items which contain them. 
Grocers are urged to “sell vitamins” 
and to help them achieve this aim, 
Kellogg furnishes a supply of large 
vitamin price tags, which are in- 
tended to be displayed on shelves 


Production Man, 10 years’ experience 
with largest Midwest industrial 
agencies. 

Box 1647, ADVERTISING AGE, Chgo. 


NATIONAL OUTDOOR ADVERTIS- 
ing. Exp. in securing space, erect- 
ing, contracting, and upkeep of 
painted walls, signs and billboards 
of all kinds. 

Box 1646, ADVERTISING AGE, Chgo. 


and counters, serving the dual pur- 
pose of calling attention to vitamin 
content and current price, for all 
sorts of food products. 

“Vitamins are food” says the Kel- 
logg booklet, and the message is 
repeated in full page advertise- 
ments in the grocery papers. 

“How have druggists built up 
their vitamin business from half a 
million to nearly 42 million dollars 
in five years?” asks Kellogg. “Look 
in any drugstore in winter. Either 
in a window or on a counter there 
will be a display of vitamin prod- 
ucts. The druggist never lets his 
customers forget vitamins—or 
where to get them. You can do the 
same. And you have a much better 
story than the druggist. He is sell- 
ing vitamins as a medicine. You 
are selling vitamins as delicious ap- 
petizing foods. He is charging for 
his vitamins. You are giving them 
away. But nobody knows this un- 
less you tell them about it.” 

The grocer portfolio also gives a 
brief history of the vitamin and 
contains vitamin menus for break- 
fast, luncheon and dinner, featur- 
ing not only Pep cereal, but all 
other types of vitamin foods sold 
in grocery stores. 

Pep consumer advertising will 
appear in six mewspapers and 
the following national magazines: 
American, The American Weekly, 
Collier’s, Cosmopolitan, Good House- 


ADOPT A FLORIDA BABY! 
“A baby agency needs a father! This 
highly connected young couple needs 
a sponsor. Can't we get some busi- 
ness for you—in say Palm Beach or 
Miami on commis. basis? Do give us 
a try! 
Box 1650, ADVERTISING AGE, Chgo. 
DISPLAY AD SALESMAN WITH 
editorial, publicity background. 10 
years’ experience. Now selling offset 
industrial papers, editing national 
publication. Age 29. Married. 
Box 1643, ADVERTISING AGE, Chgo. 


I want to cast my lot with a live, 


growing agency who can use an ex- 
perience of over 20 years dealing 
with major companies contacting na- 
tional advertisers. I can bring to 


such an organization a thorough ex- 
perience in all branches of media in- 
cluding magazines, newspapers, radio 
and outdoor—a better than average 
record in merchandising and market 
analysis—a complete understanding 
of mechanical production—a success- 
ful knowledge of client contact— 
average writing ability. But, I am 
no artist! Am in the early forties, 
of sound health and a resident of 


Chicago. 
ADVERTISING AGE, Chego. 


Box 1644, 


Copy writer must have better job. 
One that will give him more work to 
do... more money to spend. He is 
capable of the former—in need of the 
latter. 

30x 1639, ADVERTISING AGE, Chgo. 


Life, 
This 


keeping, Holland’s, Liberty, 
Physical Culture, Redbook, 
Week, and True Story. 


Milwaukee Agency Moves 

Rickerd, Mulberger & Hicks, Mil- 
waukee, has moved to 204 John 
Mariner bldg. 


—if you are looking for new slants to 


put more pep into sales—if you want 


to know how others are keeping salesmen on their toes—how they are 
making sales letters pull—how they are cutting down selling costs 


DARTNELL CAN HELP YOU-—SEND TODAY 


to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
Dartnell sales aids. Twenty years serving sales managers all over the world 


Advertising Men's Florida Headquarters 


PE POD nee ig - 


DANIA BEACH HOTEL 


DANIA, FLORIDA 


7 ai tei oe 


‘S MILES NORTH ONLY ON 
OF A. A. A. HOTEL U. S. No. 1 
MIAMI IN DANIA HIGHWAY 
SITUATED IN A 3 ACRE PARK of TROPICAL PALMS and FLOWERS 
®LARGE OUTSIDE ROOMS 
AAA *LOW RATES ALWAYS 
eOPEN ALL YEAR 
SEND FOR BO @NEAR BEACHES 
—— OKLETS AND RATES e EXCELLENT CUISINE 
5 
~- MINUTES FROM MIAMI BEACH 


Stenographer—12 yrs. var. exp., incl. 
advertising. $20-$25 week. Gra. 4407, 
Chicago. 


REPRESENTATIVE AVAILABLE 


AGENCIES, ADVERTISERS REQUIR- 
ing intelligent international publicity 
representation and distribution write 
or wire, ANGLOPRESS, 872 Lorimer, 
Brooklyn, N. Y. 

New York Representative 
Thoroughly experienced salesman, 
magazine and trade publications, with 
excellent contacts y Yr. agencies, 
has part time available. 

Box 1648, ADVERTISING AGE, N. Y. 
MISCELLANEOUS wi 

MAKE EVERY DIRECT-MAIL 

dollar count for two, by using new- 

est Photo-Offset process; reproduces 

anything that can be printed! 

NO TYPESETTING and ENGRAVING 

EXPENSE!! 

Ideal process for reproducing all 

types of direct-mail literature, in- 

struction sheets, house organs, sales- 

men’s manuals, portfolios, charts, etc. 

Short runs without penalty. 

500 COPIES (8%”"x11") $2.63 
Additional hundred copies only 22c 
Even lower prices for quantity buyers. 
All sizes supplied. Send for free 
informative Manual. 

Laurel Process, 480 Canal St., N. ¥. C. 


For a trained representative in New 
York and the Metropolitan Area, just 


phone WAlI|kKer 5-0526. No obligation. 
__REPRESENTATIVE WANTED _ 


We have an opening in our New York 
office for a young, aggressive sales- 
man; straight salary, $50 per week to 
start with good prospects for advance- 
ment to the right man. Interview by 
appointment only. Allied Distribution, 
Inc., 11 W. 42nd St., New York City. 
BUSINESS OPPORTUNITIES 

ADVERTISING MANAGE R— New 
monthly of unlimited possibilities of- 
fers attractive connection to experi- 
enced, aggressive publication special- 
ist able to invest $4,000 in debt-free 
corporation, 

Box 1637, ADVERTISING AGE, N. 
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Coming 
Conventions 


March 7-10. Annual Packaging 
Exposition, American Management 
Association, Hotel Astor, New York. 

April 23-27. Annual convention, 
National Newspaper Promotion As- 


sociation, Waldorf-Astoria, New 
York. 
April 28-30. Annual convention, 


Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 
May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 
May 10-11. Spring conference, 
Association of National Advertisers, 


Westchester Country Club, Rye, 
se. we 
May 11-12. Annual convention, 


American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 

May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York. 

June 12-16. Annual convention, 
Outdoor Advertising Association of 
America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 


Westchester Country Club, Rye, 
N. Y. 
June 18-22. Annual convention, 


Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 


York. 


Competition Opens 
for Editorial 
Service Awards 


Business Papers to Vie 
for ‘Industrial Market- 
ing’ Prizes 


Chicago, Feb. 1.—The second an- 
nual competition for _ editorial 
awards for business papers has 
been announced by Industrial Mar- 
keting with the addition of two new 
classifications for entries, making 
five divisions in all. The competi- 
tion was inaugurated by the publi- 
cation last year for the purpose of 
providing recognition for editors of 
business papers who do outstanding 
work in creating publications of un- 
usual interest and usefulness to 
their readers and of special service 
to the industries they serve. 

The two new classifications estab- 
lished for entries this year take into 
consideration current trends in edi- 
torial practice, i.e., pictorial report- 
ing and public relations coverage. 
The five divisions include: 


Classifications Listed 


1. For the best series of articles 
or editorials, or general editorial 
campaign around a definite objec- 
tive. This may be a series running 
over a period of time or combined 
as related articles in one issue. 

2. For the best single article or 
editorial pertinent to the advance- 
ment and welfare of the field served 
by the paper. This may be a tech- 
nical article, or an article or edi- 
torial treating a problem confront- 
ing the industry and suggesting a 
solution. 

3. For the best pictorial report- 
ing job, either of a news nature or 
that of telling a story exclusively 
with pictures and captions. This 
classification is established to stim- 
ulate greater use in business papers 
of this technique popularized by 
picture magazines in the general 
field. 

4. For the best public relations 
editorial program. This may be one 
or more articles or specific editorial 
program designed either as an in- 
dustrial relations job for the indus- 
try served by the publication, or 
to encourage and supply useful ma- 
terial and ideas for business paper 
readers to use in their own public 
relations work. 

5. For the greatest improvement 
in typography, format and general 
appearance with regard to func- 
tional design and appropriateness to 
the editorial services rendered. Rec- 
ognition of refinements in publica- 
tions of established quality appear- 
ance will be given in the honorable 
mentions. 


Awards in Each Group 


The competition is open to all 
business papers published in the 
United States and all foreign coun- 
tries. One first award and two 
honorable mentions will be made in 
each division. Material entered 
must have appeared within the 
twelve months preceding Aug. 1, 
1939, closing date of the contest, 
and be accompanied by proof of re- 
sults or reaction to the material 
submitted. Announcement of the 
awards and presentation of the 
trophies will be made at the New 
York Conference of the National 
Industrial Advertisers Association 
to be held late in September. 

The jury of awards which will 
select the winners includes two in- 
dustrial advertising managers, two 
agency executives and one author- 
ity on design and layout in the 
graphic arts: Francis O. Wyse, ad- 
vertising manager, Bucyrus - Erie 
Company, South Milwaukee, Wis., 
and past president of the National 
Industrial Advertisers Association; 
H. H. Simmons, advertising manager, 
Crane Co., Chicago, and president, 
Engineering Advertisers Association, 
Chicago; Wallace Meyer, vice-presi- 
dent, Reincke-Ellis-Younggreen & 
Finn, Inc., and W. H. Evans, presi- 
dent, Evans Associates, Inc., Chi- 


cago agencies; and Otto M. Forkert, 


in charge of design and layout, 
Cuneo Press, Inc., Chicago. 

Last year’s competition drew 296 
entries by 148 business papers in 
the United States and Canada. First 
award for the best series of articles 
went to American Builder for its 
“More House for the Money” cam- 
paign to stimulate residential build- 
ing. Honorable mentions under this 
classification were received by The 
American Automobile (Overseas 
Edition), and Electrical Contracting. 
First award for the best single arti- 
cle entered was given to Automotive 
Industries for an article by Arthur 
Fertig on “Car Sales Weakened by 
Too Many Hypodermics?’’. Honor- 
able mentions in this classification 
went to The Iron Age and The Cot- 
ton Trade Journal. The award for 
the greatest improvement in format 
and design was won by Creative 
Footwear for its restyling job. 
Honorable mentions were awarded 
to Packaging Parade and Metal 
Progress. 


Schieren to Gussow, Kahn 

Charles A. Schieren Company, 
industrial leathers, has appointed 
Gussow, Kahn & Co., New York, to 
handle a national advertising cam- 
paign for humidors, cigarette boxes, 
trays, lamps and other products 
made of solid leather, featuring its 
trade name “Schieren-Hide.” 


PRINTING 


“He Who Gains Time, Gains 
Everything” —or inversely, lost 
time is total loss. The road that 
detours here and detours there 
tnay finally bring you to your 
destination, but at what cost! 
Why be so lavish of Time when 
it is the one thing about which 
vou should be most solicitous? 
Why have your printing contin- 
ually detoured—one place for 
engravings, another for typeset- 
cing, and still somewhere else 
for presswork? When you give 
the complete job to Faithorn, 
you avoid all detours and way 
side stops. Your jobs steam 
merrily along; arrive on time— 
clean, handsome, fit. Now (with 
pardonable pride) we announce 
a Night Engraving Service 
of the highest order for the 
making of fine plates. Let us 
demonstrate the value of 3-in-l 
service. Phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


@ For years the 
American Seating 
Company has 
used FAITHORN 
3-in-1 complete 
Service. You, too, 
can now enjoy its 
many advantages. 
a 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you ... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 


$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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21 YEARS CHART A COURSE 
FOR CHICAGO ADVERTIS 


ALL-TIME HIGH! in 1917 the 


- ster op : 695,333 
e Tribune was third in volume of daily All Time 
he newspaper which city and suburban circulation. Today High 
it is first with 331,590 more circula- 


e tion in Chicago and suburbs—91% 
is preferred by readers enema Sap ethas Chimie dally 

newspaper. This is the highest vol- 
ume and percentage of lead for any 


1S the one most pro- six-month period on record. 
ductive for advertisers 


369,212 


The table and chart on this page 
trace the trend in daily city and 
suburban circulations of all Chi- 
cago newspapers during the event- seam 
ful 21 years since America entered 

the World War. 


These years brought funda- eT 
mental changes in American cus- 95,527 
toms, living standards and outlook . 
which offered new opportunities for 
growth and expansion to industry 
and commerce—and newspapers. 


265,274 


41,517 


During the official six-month period ended Sept. 30, 1938, Tribune daily net paid city and suburban circulation averaged 
695,333—an all-time high for any six-month period on record. This is practically as much daily city and suburban circulation 
as sold by any two other Chicago newspapers combined. 


As the Chicago newspaper which 


best improved its opportunity to | CITY AND SUBURBAN DAILY CIRCULATIONS OF CHICAGO NEWSPAPERS—1917-1938 
widen the market for its own prod- C-anenee PAPER PAPER PAPER PAPER PAPER PAPER | PAPER | PAPER 
. ‘ Periods =| TRIBUNE B Cc D E F G H ' 
uct, the Tribune is able today to __ | Ended sept. 30 
offer you the most help in widening 1917 244,755 369,212 0 err ee ' 94,908 41,517 138,220 | 95,527 
the Chicago market foryour product 1919 367 869 356° 422 BB 23837) 101672 38067 reed 
- & you? 4 1920 283'568 365,390 300,722 to 257,076 101,945 41,944 saps ese 
is the only Chi me | meee | dee | deme | saat | ian | Bae | Sued 
’ ’ yn rere ee , ’ ’ on May <, 
nich delive’s melcity coarse | it | Seer | Seam | wee | SES seas | iirasd | Busy | sna became 
which delivers majority coverage 1925 491.214 364,144 387,899 vchaune 275,269 108/127 34,402 Paper E 
oa , 1926 567,080 373.737 460,813 | ;...... 291/333 108,282 34,594 
of all the families in metropolitan 1927 601,560 | 415,166 | 494.651 | °:::::: | 326/851 90,038 | 37,353 
eae. © dablies shea | Sie | Bie | Meee | oo cei | fae | Sm 
van fonilice in Chivccs and at, | Sh | Seas | SoBe | BBE | ima | BEB | meme | 8 
many families in Chicago and sub- 1932 618,767 377,809 414,995 154,021 293,948 “— 36,597 
1933 632/858 372.537 390,107 149,415 243,602 | PaperB 
urbs as are reached by any two other 1934 644,455 | 362,805 | 383,906 | 179,711 | 286,407 | Aug.22, | Merged 
hi bined i) Be | a | Bees | eee | gaat | “te” | Oe 
; ’ ’ ’ 72,7 , 
f Chicago newspapers combined. 1938 ose. 887 371 aes 373,327 272,145 261,931 Poser 8 
ip ' 1938 695,333 7 053 340,740 265,274 Oct. 29, 
No matter what you are selling | Gain overt917| 450,578 102,403 aa 
—orto whom you sell—you can sell | Percent Gain 184.1 40.5 
more in Chicago by building your | tosstrom 1917 5.469 
advertising program around the_ | Percent Loss soa 
a % Tribune. Rates per 100,000 circula- During the 1917-1938 period, Tribune daily city and suburban circulation increased from 244,755 to 695,333—a gain of 


. : . 450,578—or 184.1%. This is a gain greater than the present total daily circulation of any other Chicago newspaper. It is 4 
tionareamong thelowestin America. gain more than four times greater than that of any other Chicago newspaper in existence in 1917. 


Chicago Tribune Gy: 


Ps THE WORLD'S GREATEST NEWSPAPER ® oye 


ee 


Total average net paid circulation during the official six-month period ended Sept. 30, 1938: Daily, 867,512—Sunday, 1,031,306 
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PHOTOGRAPH 


REVIEW OF 
THE WEEK 


FACSIMILE PRODUCED IN AIRLINER 


While en route from Chicago to New Orleans in a Chicago and Southern Air 
Lines plane, J. F. Kircher (left), vice-president, and E. A. W. Schulenberg (right), 
space buyer of Gardner Advertising Company, St. Louis, look over the first news- 
paper produced in the air via the facsimile technique process. Bruce E. Braun, 
vice-president of the air line, is explaining the process to the agency men. 


A GIGANTIC ADVERTISING APPROPRIATION IS BORN 


oe ¥ t oe 


0 he ae a 


This scene from Macfadden Publications’ film, “I'll Tell the World,” dramatizes 

the start of the canned soup industry. The young magnate-to-be outlines 

Giorous future and succeeds in borrowing sufficient money to advertise his tomato 

soup. The film is scheduled for showing at the New York World's Fair. (Story 
on Page 4.) 


ENCOURAGEMENT FOR NIMBLE FINGERS 


STARTS NEW ROLE 


bay }t 
‘ s : - : 
*€g 


‘P-26 Y 


This poster has been adopted as the official symbol for a special promotion to be 
sponsored by notion manufacturers throughout the country. Oberly & Newell 
Lithographing Company produced the job. 


George Rector, center, receives a send- 
off from Thomas E. Wilson, left, chairman 
of the board, and Edward F. Wilson, 
president of Wilson & Co., following sign- 
ing of a contract. Mr. Rector will write 
one advertisement weekly for Wilson & 
Co., the copy to appear in 120 news- 
papers. The first one will be published 

Feb. 9. (Story on Page 4.) ' 


EASY TO MOVE ord 


SHOE COPY DRAWS DEALER PRAISE 


Dudes 
Stat hy Leather 4 imptabreatity wo todng \Vladibys 
CatGie save has tha hattneged diag Sy Ragen 
ah. 


Cts washed O28 wrth trmoe at cullh ond bas the 
oat Awdaward heal Giller an Bek cnmshed Lh 
wilh CoA patent fathes oo white conrad hl 
wh, whale BR gave! Domicile” a defmataly 
Framch opm tet samulal wt Clack patent leather 
PONE woth your patticmnt dane - haya efiag 
¢ Mead hey Aeethad Gud Tha Newman” Qual 4 
Lerrsfecalily greent Thane Vitabitly Chae Goliems 


hp Rave ont hoor obey 
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x A. Smrant comrfortalts Vitality Shoes cre parfust 
‘ Gr) women whe slay oF ond ge places 
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Alt Annum the Tron 


VprnBh bee manny gmart shoes vn Fleming call 
Ths sprang 0b te wens tay with Mock trove 
gi mery Youll Ge the aw Simul’ 
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wt 
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Galvin Mfg. Corporation, Chicago, is 


offering dealers this new display for its ° swors hae i wha wd Mack cena at Sagan 
Motorola auto radios which not only Ge ont OTS dat prea F Seoish om Vilahity he Loan 
provides actual demonstration of the sets Went eee on Sead Gone of Witty Seger oo naa og 
by means of current from a storage bat- ionamin eee ea tone Boweri yet alln, Willy She Company, $t. Laie, Whe 


tery at the rear, but is mounted on 

casters for easy moving. A portfolio at 

the side lists major selling points of the 
line. 


Vitality Shoe Corporation, St. Louis, is reported to have won much favorable 
comment from dealers in its line with this informally treated copy. Henri, Hurst 
& McDonald, Chicago, is the agency. (Story on Page 6.) 


$100,000,000 INDUSTRY LOOKS AHEAD TO PROSPEROUS YEAR 


Sh ge oF | 
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The first annual International Sportsmen's Show in Chicago drew more than 300,000 visitors during the course of a week, an 

indication to the sports goods and allied products field that a banner year is ahead. The equipment portion of the vacation 

industry is said to represent a $100,000,000 market. Above, left to right, Cal Johnson, fishing columnist, tells Harry Gephart, 

Jr., Gephart Mfg. Company, that his new model is a great inprovement in fishing rod construction. “Slingshot” Charley, 

champion of the world, thrills crowds with his uncanny accuracy. Chief Needahbeh, of the Penobscot Tribe in Maine, 

smiles his approval as R. B. Martensen, sales manager of the Louis Johnson Company, explains the “killing” qualities of 
the Johnson minnow and other baits. Reincke-Ellis-Younggreen & Finn is the agency for Gephart and Johnson. 


TWENTY YEARS IN THE LIFE OF A MAIL ORDER CATALOG PAGE 


omen’s Silk and Artificial Silk Stockings . 


—— ne 
The 4 


of Prody 


» oe 
B* enew rasmorte renner 0-00 


: } “Fiveot Mercariged 


*rtling transformation of mail order copy from a simple listing trated in these three Sears, Roebuck catalog pages over a 20-year issue and finally the new 1939 spring book. The change that has 
“ts available to a dramatized sales story is graphically illus- period. At the left is a sheet from the 1919 catalog, then the 1938 occurred in a single year is in itself siqnificant. (Story on Page 8.) 
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For your seasonal promotions and short run advertising tie-ins, 


IM) 
) 4 here is the ideal medium—Impervo weatherproof cardboard 
“\/— displays! 


Tests by leading advertisers have shown that Impervo signs produced by 
the Arvey Corporation with its exclusive process, resist all weather con- 
ditions. Sun, rain, snow and sleet cannot keep them from performing 
their function successfully. 


The colorful and effective displays you need for merchandising and cam- 
paign purposes need not be high in cost. Here is an opportunity to use 
an inexpensive outdoor display, which will give service actually never 
before available in a lithographed cardboard sign. 


You can now add the immensely increased punch you want for your 
advertising promotions by including Arvey Impervo outdoor displays 
in your budget. 


Let Impervo do a real job of selling for you too, such as it has shown it 
can do! 


4 


or SEND NOW FOR PRICES AND SAMPLES. 


ARVEY 
CORPORATION 


WORLD’S LARGEST MANUFACTURER OF WINDOW Displays B 
3462 NORTH KIMBALL AVENUE j 


be CHICAGO 


The two adjoining photographs tell the whole 
siory! The Scotch Girl illustrated to the right 
was set up April 26, 1938, and has since under- 


te 


gone many exceptionally trying exposures. The 
excessive and continual rains of June, 1938, for 
example. have been equalled only by fou 
Junes since 1871! (UL S. Weather Bureau). 


Yet, not only did the Seotch Girl Impervo 
signs stand up perfectly well, but a glance at 
the photograph to the right, taken January 12, 
1939, after over nine months, shows it still tell- 
— 3 ing its story... still alive with selling power! 
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